


IT’S BUTCHERING TIME 
a 


SELL YOUR 
FARMERS 
HOME 
BUTCHERING 
EQUIPMENT 
















Here’s a perfect promotion for after Christmas 


Normally over 70% of U. S. farmers butcher. Rising meat prices this 
year will create an even greater opportunity for you to sell Home 
Butchering equipment among the hundreds of farmers in your own 
trading area. 

“ENTERPRISE” has a complete sales plan for you. It includes window 
and counter displays, newspaper mats, etc. Back of this plan is three 
years’ experience selling Home Butchering Supplies—dealers report 
sales increases of from 25 to 100%. Bring this profitable business into 
your store. Be sure to include “ENTERPRISE” Choppers and Stuffers. 


These are important at butchering time and carry a large profit per sale 
in dollars and cents. ASK YOUR JOBBER TODAY FOR FULL IN- 
FORMATION OR WRITE DIRECT. 


See us at the House Furnishing Show—Room 643, Palmer House, Chicago 
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YOU'LL PROFIT MORE 
IF YOU SELL ALL 4! 





ERE are four of the most popular items in 

The Carborundum Company’s extensive 
line of abrasive products. Each is a “staple” in 
constant demand by mechanics, machinists, 
farmers, tool room workers or craftsmen. You're 
missing a real: profit opportunity unless you 
stock —and sell —al/ four! 
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GENERAL PURPOSE WHEELS 





@ More of these wheels are needed by industry today 
than ever before. From the biggest detense plants to 
the smallest workshop, demand has been stepped up 
all along the line. Your customers need Carborundum 
Brand Silicon Carbide Wheels to grind low-tensile 
materials like brass and cast iron. For high-tensile 
steels and alloys they need Aloxite Brand Aluminum 
Oxide Wheels. Be sure you have both, in assorted 
sizes and grading. Get your order in today. 
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MACHINISTS’ STICKS 
j 





@Swamped with defense orders, tool and die makers 
are in the market for thousands of abrasive sticks and 
stones to put the finishing touches on tools and dies. 
They need them in a hurry—from hardware dealers 
in their neighborhoods. Carborundum Brand Silicon 
Carbide and Aloxite Brand Aluminum Oxide Abrasive 
Sticks and Stones will help you cash in on this new 
sales opportunity. Hard, sharp and fast-cutting, they 
come in a variety of shapes and sizes. Order today. 





SHARPENING STONES 





® No tool kit is complete without a Carborundum 
Brand fast-cutting sharpening stone. Wherever edged 
tools are used, there’s a need for these sharpening 
stones too. Carborundum Brand stones are made in 
both straight and combination grits. There’s a correct 
grit and size for every sharpening need. Be prepared 
to supply any need by stocking a complete assortment. 
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MOUNTED WHEELS 





@ With industry going full tilt it’s no trick to sell 
mounted wheels. Utility Set No. 824 W, made up chiefly 
of Aloxite Brand Aluminum Oxide “AA” Wheels con- 
tains those shapes most practical in the average shop. 
Used for removal of surplus stock and final finishing 
of dies and molds... forming of teeth of special cutters 
... Sharpening small tools. Don’t delay—order today! 





mes 








PRODUCTS 





THE CARBORUNDUM COMPANY « NIAGARA FALLS, N. Y. 


REG. U. 6. PAT. OFF 


Sales Offices and Warehouses in New York, Chicago, Philadelphia. Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum and Aloxite are registered trade-marks of and indicate manufacture by The Carborundum Company) 


HARDWARE AGE 


*Defense Oil Conservation .. . 
Economical Heating Comfort... 


TRIPLE DUTY for 
DEPENDABLE CONTROLS 


Health, Comfort— with Oil Conservation — is a 
three-fold responsibility you'll be called on to 
PROVE this year in the sale of Oil Burning Appli- 
ances. For defense of the world’s free peoples 
depends on it. 


ECONOMICAL, healthful heating com- 
fort so essential for individual and 
National good health is a challenge 
readily accepted by Appliances using 
A-P DEPENDABLE Controls. If YOUR 
Appliances are among the majority of 
the leaders who use these controls, it's 





= Protection of National Health .. . 


a sales advantage you may USE to profit — con- 
fident that you're doing your bit to aid National 
Defense and important National Health. 


* 
AUTOMATIC PRODUCTS Company 


THIRTY — SECOND STREET 
MILWAUKEE 


DED ENDOBIE 
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Simplify Your Stock Jaking with the 


Harpware Ace Wuirte Inventory SHEETS 


Actual size of sheets 94% by 12 inches over all; writing area 
B'/. by I1'/ inches. Sheets printed on both sides of 
white bond paper, with 28 entry lines on each side. PRICE $1 
for 200 sheets (400 pages) plus 25¢ mailing charge. 


You can make your annual inventory taking an 
easier, surer job by using the HARDWARE AGE 
WHITE INVENTORY SHEETS which 1,000 
leading retail hardware dealers helped us design. 


From the many suggestions received this sheet 
was designed to sell at a new low price — 200 
sheets for only $1, plus a 25¢ mailing charge. As 
these sheets are printed on both sides of good 
white bond paper, this means you really get 
400 pages of inventory record sheets. Each side 
of the sheet has room for 28 items. Your $1.25 
investment provides inventory space for 11,200 
items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used millions 
of HARDWARE AGE Inventory Sheets because 
they found them simple. convenient and handy 


to use. The WHITE INVENTORY SHEETS are 








the best ever—they are even more simpie, more 
convenient and easier to use. Our entire effort 
was directed toward making your annual inven- 
tory taking an easier and surer undertaking. 


These WHITE INVENTORY SHEETS will 
fit the HARDWARE AGE Inventory Sheet Bind- 
ers which are used by thousands of dealers who 
reorder their Inventory Sheets from us year in 
and year out. 

Due to the exceptional low price at which 

these sheets are sold and which applies to the 
United States and its possessions only, please 
have your money order or check accompany 
your order. 
Make your inventory taking this year easier 
and surer with these WHITE INVENTORY 
SHEETS. Use the coupon below to order your 
supply today. 


HARDWARE AGE 12-25 
100 East 42nd Street, New York, N. Y. 
Gentlemen: 
Here is my $.. Pee. hundred white HARDWARE AGE Inventory Sheets (200 for $1.00. plus 25¢ mailing 


Binders (50¢ each). Send these to me by return mail. 
weceeeeeeFIRM NAME 


charge). Also send me 
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voluntary 
pay-roll 
allotment 
plan helps defend America today 


hel ps workers provide for the future 


helps build future buying power 





This is no charity plea. It is a sound business proposition that 
vitally concerns the present and future welfare of your company, 
your employees, and yourself. 

During the post-war period of readjustment, you may be faced 
with the unpleasant necessity of turning employees out into a 
confused and cheerless world. But you, as an employer, can do 
something now to help shape the destinies of your people. 
Scores of business heads have adopted the Voluntary Pay-roll 
Allotment Plan as a simple and easy way for every worker in 
the land to start a systematic and continuous Defense Bond 
savings program. 


Many benefits . . . present and future. It is 
more than a sensible step toward reducing the ranks of the 
post-war needy. It will help spread financial participation in 
National Defense among all of America’s wage earners. 

The widespread use of this plan will materially retard infla- 
tion. It will “store” part of our pyramiding national income 
that would otherwise be spent as fast as it’s earned, increasing 
the demand for our diminishing supply of consumer goods. 

And don’t overlook the immediate benefit . . . money for 
defense materials, quickly, continuously, willingly. 


Let’s do it the American way! America’s talent for 
working out emergency problems, democratically, is being 
tested today. As always, we will work it out, without pressure 
or coercion ... in that old American way; each businessman 
strengthening his own house; not waiting for his neighbor to do 
it. That custom has, throughout history, enabled America to 
get things done of its own free will. 


In emergencies, America doesn’t do things 
“Shit-or-miss. | We would get there eventually if we 
just left it to everybody’s whim to buy Defense Bonds when they 
thought of it. But we’re a nation of businessmen who under- 
stand that the way to get a thing done is to systematize the oper- 
ation. That is why so many employers are getting back of this 
Voluntary Savings Plan. 

Like most efficient systems, it is amazingly simple. All you 
have to do is offer your employees the convenience of having 
a fixed sum allotted, from each pay envelope, to the purchase of 
Defense Bonds. The employer holds these funds in a separate 
bank account, and delivers a Bond to the employee each time 
his allotments accumulate to a sufficient amount. 

Each employee who chooses to start this savings plan decides 
for himself the denomination of the Bonds to be purchased and 
the amount to be allotted from his wages each pay day. 
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How big does a company have to be? _ From 
three employees on up. Size has nothing to do with it. It works 
equally well in stores, schools, publishing houses, factories, or 
banks. This whole idea of pay-roll allotment has been evolved 
by businessmen in cooperation with the Treasury Department. 
Each organization adopts its own simple, efficient application 
of the idea in accordance with the needs of its own set-up 


No chore at all. The system is so simple that A. T. & T. 
uses exactly the same easy card system that is being used by 
hundreds of companies having fewer than 25 employees! It is 
simple enough to be handled by a check-mark on a card each 
pay day. 


P lenty of help available. Although this is your plan 
when you put it into effect, the Treasury Department is ready 
and willing to give you all kinds of help. Local civilian com- 
mittees in 48 States are set up to have experienced men work 
with you just as much as you want them to, and no more. 

Truly, about all you have to do is to indicate your willingness 
to get your organization started. We will supply most of the 
necessary material, and no end of help. 


The first step is to take a closer look. Sending in 
the coupon in no way obligates you to install the Plan. It will 
simply give you a chance to scrutinize the available material and 
see what other companies are already doing. It will bring you 
samples of literature explaining the benefits to employees and 
describing the various denominations of Defense Savings Bonds 
that can be purchased through the Plan. 

Sending the coupon does nothing more than signify that you 
are anxious to do something to help keep your people off relief 
when defense production sloughs off; something to enable all 
wage earners to participate in financing Defense; something to 
provide tomorrow’s buying power for your prod- 
ucts; something to get money right now for guns 
and tanks and planes and ships. 





France left it to “hit-or-miss” . . . and missed. 
Now is the time for you to act! Mail the coupon 
or write Treasury Department, Section A, 709 
Twelfth St. NW., Waslfington, D. C. 







Treasury Department, Section A, 
709 Twelfth St. NW., Washington, D. C. 


Please send me the free kit of material being used by 
companies that have installed the Voluntary Defense 
Savings Pay-Roll Allotment Plan. 


Name 





Position ” 














NOW!..A MERCHANDISER 
FOR G-E MAZDA F LAMPS 


Here’s the new easy way to display and sell fluorescent lamps! 
NEW! COLORFUL! COMPACT! CONVENIENT! 


ERE’S big news for every lamp dealer! As part of its program to 

help you make your store a fluorescent lighting headquarters, 
General Electric now makes available a new merchandiser for G-E 
MAZDA F lamps. It’s illustrated at the right. 


This new merchandiser... the first of its kind ... holds 46 popular- 
size G-E MAZDA F lamps... as well as several cartons of filament 
lamps at the bottom. It holds: 9 14-watt G-E MAZDA F lamps, 14 
15-watt lamps (two different diameters), 9 20-watt, 8 30-watt and 
6 40-watt lamps. It’s 50 inches high in front, 62 inches high at the 
back, 18 inches wide and 16 inches deep. 





There'll be a big demand for this new sales aid. So see your G-E Ba WO J. ree: ‘ 
lamp distributor today! : By: LJ al k tet Hp: 
G.E. has prepared a complete program to help you sell fluorescent ed 2 in 4 “ “ 4 


lighting. You'll find it in the new booklet—‘‘Fluorescent—Today’s 
Word For Profit.” Ask your G-E lamp distributor for your copy! 


ALSO... 


A PAIR OF 
S | 
CLIP-ON HOLDER | 











-TO FIT ANY G-E LAMP 


MERCHANDISER YOU NOW ARE 
USING. You can adapt your present 
merchandisers to fluorescent by using 
the new G-E Fluorescent lamp clip- 
ons. It’s simple! Just hook them on 
and get a combination merchandiser 
like the one shown at left. The two 
clip-ons hold a total of 12 G-E MAZDA 
F lamps . . . two each of the six most 
popular sizes. Get them from your 
G-E MAZDA lamp distributor. 





See your G-E Lamp Distributor 
without delay 
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The Future of America 


is Now on the Ways... 





















Over 12,000,000 tons of ships are 
now under construction or author- 
ized in American yards. They're go- 
ing to be sleek... fast. . . sturdy. 
Beautifully designed . . . splendidly 
equipped, they'll be the finest of 
their types in the world. And that’s 





. as it should be; for the balance of 
io ty power in the battle of freedom may lie almost entirely on American 
Look f or the ships and American shipping. 
RED, WHITE ond BLUE In equipping these ships, one fact is even now beginning to stand 
ee ee th & ieee out. Again and again and again—designers, builders and owners 
guarantee of genuine are agreed on one thing: the cordage is to be Columbian. Experi- 


Columbien Rope. ence has taught ship-wise men everywhere that Columbian is 


rope at its best—a modern rope designed for the severest stresses 
of modern usage. 


COLUMBIAN ROPE COMPANY 
Auburn, “The Cordage City,” New York 


PRE-LUBRICATED, PRE-WATERPROOFED 


COLUMBIAN inten: ROPE 
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We Are at War:— 


For months the United States, 


has been getting closer and closer 
to actual participation in a “shoot- 
ing war’—but always it seemed 
as though our actual entry in bat- 
tle was still a long way off. Many 
Americans believed it would never 
happen. Then came that first 
devastating shock on Sunday, De- 
cember 7, 1941. Without warning 
Japan blasted American territory. 
In rapid succession came the 
President’s grim request for the 
formality of a war declaration 
against Japan and an almost 
unanimous Congress voted full 
support. Now we are also at war 
against Germany and Italy. It is 
truly a world-wide death struggle. 
American lives have been taken. 
Our ships have been sunk and our 
territory invaded. Our right to 
live in the American way has been 
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challenged and now only through 
a complete and decisive victory 
can we hope to continue our way 
of life. Victory we must and shall 
have. How long it may take to 
achieve, and at what high sacrifice 
of life and dislocation of normal 








You Must 
Register ! 


All retailers who sell on the 
installment plan will be re- 
quired to file application for a 
license with the Federal Re- 
serve Bank on or before Jan. 1, 
1942. There is no charge for 
this license, but if you do not 
have one and you sell on the 
installment plan, you may be 
subject to the penalty for viola- 
tion which includes loss of li- 
cense to do installment selling 
and a fine up to $10,000 or 
imprisonment up to 10 years. 








activities, none of us can now fore- 


see. 


A United Peo ple:— 


The Japanese bombs that landed 
on Hawaii had their resounding 
echos across the entire United 
States. Instantaneously an out- 
raged American citizenry became 
a united people. Partisan differ- 
ences and controversies ceased. 
As never before in our history, 
all Americans are rallying shoul- 
der to shoulder in the common 
cause to defeat the enemy. Our 
armed forces and our complete 
production and distribution facili- 
ties will yield their all for that ulti- 
mate victory. In the meantime, 
in common with all other business, 
the hardware industry will suffer 
some severe dislocations. Many 
hardware men will be called to 
the colors. Others will be com- 
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mandeered for vital government 
services to support “the men be- 
hind the guns.” Those who re- 
main in the factories, warehouses 
and retail stores will have to pull 
a heavier load and learn to do a 
better job, often under very try- 
ing and disappointing conditions. 
Those hardware men who remain 
in civilian life, maintaining as 
much civilian economy as is per- 
missible, will also have to dedicate 
their lives to the common cause. 
rendering, in their daily though 
less spectacular duties, the highest 
possible type of service. In such 
spare time as they may have, many 
will be required for home defense 
services as air wardens, fire ward- 
ens, first aid wardens, etc. The 
new year, 1942, just a week away 
will be a stirring era in American 
life, a period of great and uni- 
versal sacrifice in which all must 
contribute. The hardware indus- 
try will be called upon to render 
its full share of service, and in 
that obligation will not be found 
wanting. 


Current Business:— 


All normal gages for determin- 
ing the trend of the hardware 
business are currently distorted. 
Coming so close to Christmas, the 
entry of this country into the war 
has not, at press time, materially 
curtailed the extra heavy 1941 
Christmas buying rush. Increased 
buying power, traceable largely to 
the defense program, gave holiday 
buying an early start with un- 
usual impetus so that December 
will be a large volume month for 
most distributors. Two weeks ago 
some gift line stocks were serious- 
ly depleted and wholesalers report- 
ed inability to obtain sufficient 
replacements. Except for strictly 
holiday goods, general hardware 
stocks have not yet faced serious 
shortages but there has been evi- 
dence for more than 30 days that 
acute shortages might soon be ex- 
pected in many lines. Actual war 
participation will accentuate this 
problem very promptly as more 
civilian merchandise production 
is drastically curtailed and the de- 
mand increases. Under such cir- 
cumstances, prices inevitably will 


12 


be higher and, while the Govern- 
ment will make every effort to 
control further inflation, it is hard- 
ly likely that such action can be 
more than a restraining influence 
in the broad picture. 


Government 
Control:— 


It is clear that we are headed 
for greater government control 
over our lives and our businesses 
than has ever before been experi- 
enced in a democracy. In the Na- 
tional Defense Program we have 
had a taste of this but now, in 
actual war, it will come in large 
doses. An “all-out war economy” 
will be held inevitable as the price 
of victory. This means a virtual 
dictatorship for the duration of 
hostilities. It may be hard to take 
but there will be no alternative. 
For a time, each week will bring 
us new regulatory legislation plac- 
ing further control over our per- 
sonal and business activities in 
order that there may be a mini- 
mum of obstacles in the pursuit of 
the war. The personnel of our 
armed services and of our govern- 
ment agencies will be greatly en- 
larged. Our tax burdens will be 
terrific. We shall have huge gov- 
ernment war bond issues similar 


to our Liberty Loan drives in the 
last war. We shall face what 
Winston Churchill called “blood. 
sweat and tears.” But when we 
have survived all this and peace 
with victory is ours, we shall more 
truly appreciate the American 
way of living and shall emerge a 
stronger nation in spirit and in 
unity of purpose. 


In 1942:— 


The new year ahead is fraught 
with problems now’ unknown. 
Flexibility, good management, ef- 
ficient operations, an accurate 
knowledge of government regula- 
tions, a constant study of price 
trends, availability of merchandise 
and substitutes for goods not avail- 
able are just a few of essentials 
in every hardware business. To 
keep all of our readers accurately 
and promptly advised has always 
been the function and purpose of 
HarpwareE Ace. Under these stir- 
ring conditions the opportunity of 
this publication to do an even bet- 
ter job, if that is possible, becomes 
a paramount obligation to which 
every member of the staff whole- 
heartedly dedicates himself as a 
vital service to the industry. Harp- 
warRE AGE pledges itself to fulfill 
this service to the best of its ability 
at all times. 





Leon Henderson Praises Retailers 


for Price Averaging Policy 


HE following testimony is from the record of the Senate Committee 


on Banking and Currency: 


Senator Glass: ““Why does not the retail price keep pace with the whole- 


sale price?” 


Leon Henderson: “The retailer buys replacement stock. He does not 
replace his whole stock and he buys at varying prices in the market. 


“He averages his prices. 


“We have an arrangement that started very early with the leading 
retail organizations of the country, who were very, very acutely aware of 
the inflation problem, more aware, I believe than any other group, and 
they have adopted almost as standard practice that they would do their 
averaging instead of trying to profiteer at the expense of the jump in the 
wholesale price and using their replacement costs as a base for their retail 


prices.” 


Senator Tobey: “That is a fine tribute you are paying them.” 
Mr. Henderson: “They have done a good job.” 
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Good sales are waiting for you in these three groups and 
in many other cases for which priorities are available. They 
are all well worth a lot of effort on your part. For they are 
groups in which private builders, contractors, purchasing 
agents and maintenance superintendents—your regular cus- 
tomers in normal times—are doing the work and the buy- 
ing. They are fields where there is immediate, urgent need 
for the products you sell in your store. 


How to handle PRIORITIES 


Your own handling of the priority is a simple, routine mat- 
ter. If your customer can extend the preference rating to 
you, you can pass it on to us for the ILCO products you 
need for these jobs. 

When you order, remember that we need a properly 
executed Preference Rating from you to make prompt 


shipment of your order. 
a 
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(i E Japanese raid 


Pearl Harbor — and the national 
defense responsibilities and prob- 
lems of hardware retailing in- 
stantly come to giant size. As I 
worked on this series through the 
fall, many facts indicated that per- 
sonnel might be as serious a prob- 
lem as merchants would have to 
meet. Now, we know that a man- 
power shortage is imminent; one 
which will spread rapidly through- 
out America. Enormous expansion 
of our armed forces, three shifts 
and seven-day-weeks in industry 
can sum to nothing else. 

The situation should be ap- 
proached with psychology. 

In one western state, an exten- 
sion speaker from a higher institu- 
tion has been addressing employee 
groups. In his pre-war talk on 
national defense salesmanship, he 
emphasized the pull-together spirit 


which the emergency demanded. 
He referred to the short-handed 
conditions likely to arise in most 
stores, forcing employees to carry 
more than a normal load, or mov- 
ing them from familiar and liked 
tasks to new and difficult ones. He 
appealed for patriotic good nature. 

The times call for a cooperative, 
willing spirit among employees. 
Let me say that, without cultiva- 
tion, almost all employees have 
this attitude. But why leave the 
matter to chance? We should 
have more talks on national de- 
fense salesmanship by men outside 


our organizations—good speakers. 


who win confidence, make their 
point effectively. 
manufacturer’s salesman who has 
completely rebuilt his standard 
talk to store groups. His former 
No. 1 objective was, naturally, to 
stimulate promotion of his line. 
Now, he works to promote best 
relations between merchant and 





“From a town 30 miles distant, a hardware man and his wife 
had led their employees, wives and sweethearts for an outing.” 


I know of a. 
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employee, and maximum contri- 
bution by both to the national wel- 
fare. 

Having Sunday dinner at a re- 
sort, I noted a lively party. From 
a town 30 miles distant, a hard- 
ware man and his wife had led 
their employees, wives and sweet- 
hearts for an outing. After the 
dinner, the party turned to games. 


Good at All Times 


In all kinds of business weather, 
this sort of thing is good. During 
the present labor stress, it is 
doubly helpful. The hardware 
man who makes a success of the 
happy-family principle will have 
far less difficulty meeting labor 
emergencies of war time. 

The retail labor situation is very 
spotted. I know of many hard- 
ware stores which, as yet, have had 
no particular difficulty. But in 
industrial centers and communities 
affected by defense construction, 
army camps, etc., there is a decided 
pinch. Yesterday, a call for boys 
brought applications from dozens, 
scores. Today, they are both hard 
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NATIONAL DEFENsE 


In Six Parts—Part 3 


Personnel Makeshifts 


and Solutions 


By JOHN T. BARTLETT 


Business Research Specialist 


to get and to keep. The extra 
problem is acute in many places 
with war. Swift constriction in 
labor supply is certain. The draft 
will take many retail workers. 


Personnel Makeshitfts 


We are in for a period of per- 
sonnel makeshifts. Hardware men, 
who, for years, have picked their 
employees from an ample waiting 
list, will find themselves with no 
waiting list whatever. They must 
drum up applicants. Standard 
practice, of course, always begins 
with conversation with present 
employees. On the average, for 
most types of work, applicants ob- 
tained in this way are the very 
best. 

When local advertising is near- 
barren of acceptable results, the 
merchant can sometimes advertise 
in suburban or country papers in 
his territory. Naturally, when 
available, state employment ser- 
vices will be canvassed. Trade 
association secretaries can some- 
times give help. 


Payroll and Rent 


The two largest single items of 
overhead, with most stores, are 
payroll and rent. Rent is a rela- 
tively static item, from the mer- 
chant’s standpoint. But payroll 
is elastic, apart from the dollar 
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total. The difference in effective- 
ness between two workers, paid 
the same amount, may be 50 to 
100 per cent. There are other de- 
cisive factors in retail manage- 
ment, of course—but the hardware 
merchant who has an efficiency 
quotient for employees of 125 per 
cent or more is fairly certain to 
Productive 
employees are especially desirable 
in the current period; the number 


be very successful. 














of them required to handle a store 
business is less and manpower is 
released for productive war effort. 

So, despite emergency con- 
ditions and a human tendency to 
slight the employee selection task, 
smart hardware stores will not do 
a careless job. They will try de- 
terminedly to develop adequate 
choice, if necessary, spending 
much more time and money than 
formerly in locating candidates. 
And when workers are put on 
who, shortly, are revealed as low- 
grade, the policy will be to replace 
them at the first opportunity. 

There are emergency policies 
and methods which contain the 
solution to many shortage prob- 
lems. 


1—Women workers used, in 
whole or part, for work formerly 
performed by men. The public at 
this time is swift to accept the 
breaking of precedents, For ex- 
ample, service by intelligent, prac- 
tical women in specialty selling is 





“Service by intelligent, practical women in specialty selling 
is unusual—but the idea is working well in a number of stores.” 
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but the idea is working 
well in a number of stores. 

2—More use of combination 
Example—a hardware 
salesman, inside, is delegated re- 
sponsibility for the bulk of per- 
sonal-call collections. The mer- 
chant, naturally, must train him. 
supervise carefully. 


unusual 


workers. 


Staggered Hours 


3—Staggered hours may solve 
a shortage problem—always are 
to be considered. This is a prin- 
ciple which many stores have 
never used with any 
With the patriotic cooperation of 
employees, an accurate analysis of 
hour-to-hour, and day-to-day. 
sales, the merchant works out 
schedules which operate the store 
with a minimum staff. 

4—More rapid advancement of 
eager employees will help. There 
is one sure-fire plan for bringing 
the utmost capacity out of hard- 
ware store employees, and that is 
the judicious placing of added 


ingenuity. 


responsibility. During the war pe- 
riod let us hope that store organ- 
izations are strengthened because, 
encouraged by necessity, the em- 
ployer does an unusually good job 
of bringing along the promising 


workers. 
5—Cooperation from institu- 
tions in the “extra” crisis. There 


is a tremendous reservoir of po- 
tential extra help in our high 
schools and colleges, together en- 
rolling 7,000,000 youth. 
Many high schools have vocational 
departments in which salesman- 
ship is taught—more should have. 
Universities with business schools 
teach salesmanship. Far more 
than during World War I, institu- 
tions are ready, even eager, to aid 
the business world. 

In Denver, newspapers and 


some 


sponsoring institutions joined in 
publicizing “extra” classes to meet 
the 1941 Christmas emergency. 
Thousands applied-—though. with 
construction of a giant ammuni- 
tion plant and tight employment 
conditions, some had feared pos- 
sible failure of the program. For 
Christmas, 1942, there should be 
like “extra” promotions in other 
cities and communities where the 
shortage is acute. 

Year-round help from _ institu- 
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tions, developing salespeople in 
night classes, is thoroughly fea- 
sible. Merchants should see that 
work of this sort gets under way 
locally, if needed. 

6—Shorter store hours. In re- 
cent years, the trend in retailing 
has been toward shorter hours. 
There are, though, many commu- 
nities—especially smaller ones— 
which have not been, as yet, 
touched by this trend. Under the 
stress of labor shortage, these com- 


munities should examine the ad- 
visability of a general local reduc- 
tion in hours. 

The ease with which hardware 
stores have dropped from “long” 
to “reasonable” store hours, with 
no damage to volume, has as- 
tonished many a_ hard-headed 
owner. Reduced retail hours are 
likely to be general before - the 
present war is over; they're in the 
air. 


(All Rights Reserved—Bartlett Service) 





Newspaper Advertising Builds Sales 


EWSPAPER advertisements 

are used extensively by 
Schlafer’s, Inc., Appleton, Wis., to 
develop business on builders’ hard- 
ware and to acquaint consumers 
with the many building services 
available to them in that hardware 
store. 

A short time ago a builders’ room 
was created to provide a place in 
which to discuss building problems 
and suitable hardware with prospec- 
tive customers. The announcement 
of this new room is reproduced in 
the advertisement which is shown 
on this page. 

“The doors along the walls of 
this builders’ room are on pivots,” 
says Arthur H. Benson, promotion 
manager. “When they are all closed 
the room is finished a dark oak. The 
inside of the doors are painted and 
stained different finishes to corre- 
spond to finishes ordinarily found in 
a home. By opening the doors and 
showing the hardware against the 
desired door, the customer is able to 
judge how various hardware items 
will go with color schemes in his 
home. 

“This display room helps custom- 
ers to reach decisions more quickly 
and they are always better satisfied 
with the finished job because it 
checks with their mental picture, 
formed when the hardware was se- 
lected. Hardware samples are all 
out of sight behind the doors. Hard- 
ware samples are always shown a 
few at a time to avoid confusing the 
customer.” 


Newspaper advertisements like 
this serve to acquaint custom- 
ers with the services and stock 
offered by this company. They 
also emphasize the fact that 
this is the place in which to 
purchase builders’ hardware. 
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The Production 
Requirements 


Plan 


Bs the recon- 


ciling key to allocations and pri- 
orities, replacing the Defense Sup- 
plies Rating Plan, the Production 
Requirements Plan was promul- 
gated by OPM Dec. 3. With it was 
issued application form PD-25-a. 
The PRP is expected to solve 
problems of production under the 
present preference rating system. 
The plan is to be put in operation 
after the first of the year on a com- 
pany basis when an estimated 10,- 
000 business firms will be brought 
under. Subsequently, it will be 
transferred to an industry basis. 
The shift is expected to be gradual 
with existing preference and pri- 
ority ratings being used until their 
expiration. 

The Production Requirements 
Plan, together with the projected 
order affecting wholesalers, dis- 
tributors and warehousemen, is ex- 
pected to iron out difficulties of 
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New plan promises to be the answer to 


allocations vs. priorities. Sets quarter- 


ly blanket ratings covering essential 


civilian and also defense manufacturers. 


Replaces Defense Supplies Ratings Plan. 


replacement anticipated by hard- 
ware dealers. OPM officials say 
that essential civilian supplies will 
have to receive more attention in 
the future in the matter of pri- 
orities since OPM has been flooded 
with inquiries on this subject. 


Quarterly Ratings 


Beginning with 1942, the plan 
will set quarterly blanket ratings 
covering essential civilian as well 
as defense manufacturers, which 
extend to mainienance, repair and 
operating supplies. Aside from 
PD-1 applications required when 
requesting new capital equipment, 
no preference ratings other than 
authorized on Form PD-25-a may 
be used by producers unless spe- 
cific authorization is granted by 
the Priorities Division through 
the Production Requirements Sec- 
tion. 

A critical materials pool will b2 
formed and among other purposes 


it is aimed to relieve hardship 
in cases where a lack of materials 
prevents continued functioning. 


Determining Factors 


Determining factors as to what 
rating shall be granted are: (1) 
the amount of defense or essential 
civilian production involved; (2) 
the end use of the product; (3) the 
materials required; (4) SPAB’s 
policy; and (5) appropriate in- 
dustrial branch recommendations. 

Manufacturers are supposed to 
show, in applying for a rating, 
the type and volume of the prod- 
ucts made, their use in relation to 
defense or essential civilian needs, 
the amount of scarce materials on 
hand, and the additional amounts 
required to fill his production 
schedule for the next calendar 
quarter. 

After all of the factors and re- 
quirements are analyzed, OPM 
will be able to grant the manufac- 
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turer a preference rating geared to 
his needs and the importance of 
his products to be used continu- 
ously over a calendar quarter to 
get critical materials. 


Contrasting Methods 


Before the Production Require- 
ments Plan a manufacturer whose 
products were used partly by the 
Army and Navy, defense plants 
or by vital public services, and 
partly by ordinary civilian indus- 
try had to use a number of differ- 
ent processes in order to operate. 
The courses open to him were to 
extend the high ratings on his 
orders in each individual case, or 
to use the Defense Supplies Rat- 
ing Plan which gave him an A-10 
rating for all his defense orders 
only or to make many separak 
applications. 

The application of the new plan 
will simplify this situation in that 
when OPM once has an overall 


picture of a given manufacturer’s 
requirements it may assign pri- 
ority ratings with more exact re- 
lationship to the importance of a 
particular product, and the total 
volume of materials available. 

Ratings under the new plan may 
apply to all or to any specified 
part of the producer’s materials 
requirement. If all of the products 
covered in the application are 
destined for defense or essential 
civilian use, he may be given a 
priority rating covering 100 per 
cent of his needs. The object will 
be to scale his preference rating 
to more nearly correspond with the 
preponderance of his rated orders, 
so as to grant mean ratings. 


Less Work Involved 


The new application differs from 
the old one in that it requires 
more detailed information but it 
is claimed that it will involve less 


paper work than any previous plan. 
A producer may indorse his pur- 
chase orders using a regular form 
which is provided, and suppliers 
may obtain the rating by filing 
acceptance with the Priorities 
Division. 


Data Sought 


The first page of the new ap- 
plication (PD-25-a) calls for in- 
formation similar to that required 
by present form PD-25-e, relating 
to inventory, previous inventory, 
and withdrawal figures, etc. The 
second page requires exact detail 
respecting the quantity of material 
needs for the end product which 
are enumerated in the new Mate- 
rial List No. 1. 

Material list is a comprehensive 
tabulation of critical materials. 
The third page is the same as page 
two, except that it is for other 
material requirements. 


Use of Inventories of Partially 
Fabricated Copper, Copper Alloy 
Articles Extended to March 31 


4—That the aggregate metal used does not 





| of partially fabri- 
cated copper and copper alloy articles may be 
used to a limited extent by manufacturers until 
March 31, 1942. Notice to this effect was sent 
out on Dec. 8 by OPM Director of Priorities 
Donald M. Nelson. Restrictions were to have 
gone into effect Jan. |. 

Restrictions are: 


1—That the material was on hand as of Dec. 


1, 1941; 


2—That the metal was in a form or alloy 
that could not be used in the manufacture of 
any item not on List A of the order; 


3—That no additional copper be required to 
complete the item; 


exceed twice the amount permitted between 
Oct. 15 and Dec. 31, 1941, and 


5—That by Dec. 20, 1941, each manufac- 
turer files with the OPM Form PD-189, estab- 
lishing the facts in his case, setting forth 
inventories and other particulars. 


In addition to the prohibitory List A, a List 
B is added which makes specific exemptions 
for certain uses where the use of other materials 
is impractical. Minor changes are made in 
List A, largely concerned with building sup- 
plies and fire fighting equipment. 

Several changes are made for purposes of 
clarification, the most important being the state- 
ment that restrictions of the order do not apply 
to installation of a finished product for the 
ultimate consumer. 
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By L. W. MOFFETT 


Washington Representative 
of Hardware Age 


PRAISING RETAILERS for their 
efforts to keep down prices during the 
past year, Commissioner of Labor Sta- 
tistics Lubin, in testifying before the 
House Committee on Banking and Cur- 
rency, said, “they could have raised 
prices a lot more than they did.” He 
added that the market justified it in 
terms of supply and demand. 

xk 


“WE MUST GIVE CREDIT to 
the retailers,” Mr. Lubin told the com- 
mittee hearing testimony on the price 
control bill. “They did not mark up 
their goods, even though they knew that 
the supplies they were going to buy to 
replace the goods they were selling 
were going to go up in price.” 


x * * 
COMING BEHIND the Congres- 


sional investigation of defense contract 
profits, OPM Division of Contract Dis- 
tribution lashed out at “dubious pro- 
moters” seeking commissions on defense 
jobs in a bulletin barring them from 
participation in defense production as- 
sociations. 
x kk 


NO ASSOCIATION seeking de- 
fense contracts will be permitted to 
charge membership fees or exact for 
their services in obtaining government 
contracts a percentage of the contract 
value. 

xk kk 


HOWEVER, groups of smal] manu- 
facturers, who seek defense contracts 
they could not handle individually, are 
being certified by OPM and the Justice 
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Department to deal directly with Army, 
Navy and Lend-Lease. Only the asso- 
ciations who obtain clearance may take 
part in OPM’s latest move to give aid 
to small business. 


x *k * 
THE ONLY KINDS of defen e 


production associations which will be 
recognized are those representing manu- 
facturing units sponsored and organized 
by the members themselves, or by public 
or civic agencies acting without profit, 
and those representing manufacturing 
units organized by a manufacturing 
concern equipped with physical facil- 
ities for participation in the perform- 
ance of defense contracts or equipped 
to provide substantial services in con- 
nection with the performance of such 
contracts. This means that industry- 
wide trade associations will be left out. 


x & 2 
AERIAL WARFARE’S EFFECT 


on the retail trade in England has 
caused the closing of thousands of 
small businesses with the result that 
rural shopkeepers have greatly benefited 
with the exodus of evacuees from bomb 
riddled cities. However, it is said that 
this has not caused any great increase 
in the number of stores in the small 
country towns. 
x *k * 


SPAB’S FIRST WAR-TIME 
MEETING gave OPM powers to 
requisition critical defense materials, 
machinery and tools not now in pro- 
ductive use for military needs. L. G. 
Martin and E. A. Tupper will head the 
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new Division of Inventory Control and 
Requisition. There is a question 
whether OPA price ceilings will be 
applied to the seizures. 


x & @ 
REGULATION W issued by the 


Federal Reserve Board, pursuant to the 
President’s executive order controlling 
installment buying, leads the “gnat 
straining” to prevent inflation in an 
attempted stiffening of the credit struc- 
ture by discouraging sales of consumer 
goods in industries considered non- 
essential. 

The #‘camel swallowing” is embodied 
in the Assignment of Claims Act of 
1940 where defense contractors are per- 
mitted to hypothecate their multi-mil- 
lion dollar contracts with private lend- 
ing agencies. A 

“x &®& ® 

FEARED IS THE FURTHER 
BLUDGEONING of small business 
by the application of the Regulation 
to open charge accounts, and the pro- 
hibition of credit extension beyond 60 
days. These two moves, although it is 
officially denied that they are contem- 
plated in the near future, are admit- 
tedly under consideration along with 
the regulation of all advertisement of 
credit terms. 

we ® 


AN ORDER purposed to give re- 
lief to distributors, wholesalers, and 
warehousemen dealing in essential ci- 
vilian goods is being drafted by OPM’s 
Priority Division. The plan will help 

(Continued on page 59) 
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HE control and pre- 
vention of espionage and sabotage 
are of primary concern in connec- 
tion with the nation’s economic 
defense activities. Espionage is 
the fine art of watching another. 
Counter espionage is the defense 
against espionage. 

Many types of information are 
sought by espionage agents and in 
many instances they are particu- 
larly interested in industrial data. 
They desire facts pertaining to im- 
proved methods of production, the 
type of material being produced, 
the rate of present production and 
capacity, and the quantity of 
articles on order by the United 
States and other governments. In 
addition, agents desire information 
on specifications, formulae and 
plans of all munitions and war 
equipment. 

Espionage agents exhibit un- 
limited ingenuity in collecting 
pertinent information for their 
governments. Their schemes may 
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include the infiltration of spies into 
plants as employees, the purchas- 
ing of information from em- 
ployees, or the theft or purchase 
of stolen plans and other confiden- 
tial documents. Valuable docu- 
ments may be copied, vital prod- 
ucts may be photographed or the 
spies may steal or reproduce 
working models or finished prod- 
ucts. Still another method is to 
question employees either in the 
open or under pretext. Then em- 
ployees familiar with the produc- 
tion of confidential materials may 
be enticed to enter the service of 
a foreign power and serve in an 
advisory capacity for the produc- 
tion of war materials either in this 
country or abroad. 


Many Disguises 


Foreign espionage rings may be 
disguised as commercial concerns, 
scientific organizations and engi- 
neering societies in an attempt to 


With beet wishes and kind regards 
, 


Preserved, 


Sincerely youre, 


~ i teen 





obtain information, confidential or 
otherwise, of benefit to a foreign 
government. The foreign agents 
may personally observe to obtain 
valuable information on produc- 
tion operations, test runs, or con- 
fidential papers. A_ diabolical 
scheme used in some instances is 
to obtain the desired data by 
means of pressure and threats 
with reference to relatives and 
friends of an employee who reside 
in a foreign country. 

Sabotage is not as old as es- 
pionage. There is, however, a 
close relationship between the two. 
Invariably, where you find one 
you will find the other. Each in- 
volves more than merely dealing 
in military secrets. They reach out 
into all phases of our industrial 
and social life. The saboteur 
operates in as many ways as there 
are methods of disabling plants, 
damaging materials and supplies, 
crippling power and _ interfering 
with the manufacture of every type 
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HERE is a close relation- 

ship between espionage and 
sabotage. They not only deal 
with military matters but reach 
out into all phases of our indus- 
trial and social life. Dangerous 
in a time of peace, they are 
doubly dangerous in time of war. 
This article describes the plant 
survey work of the Federal Bu- 
reau of Investigation, designed 
to combat and prevent these twin 


menaces. 


of production in a modern indus- 
trial community. Generally speak- 
ing, physical acts of destruction 
may be divided into three primary 
groups — arson, explosions and 
mechanical sabotage. 


The Survey Program 


As one of the steps in the fight 
against espionage and sabotage, 
the Federal Bureau of Investiga- 
tion is now engaged in a plant sur- 
vey program which was under- 
taken in the fall of 1939, at the 
request of the War and Navy 
Departments. A program was 
worked out whereby the FBI 
would undertake the survey of the 
protective facilities of a number 
of American basic industries 
whose products were considered 
vital to the national defense prep- 
arations. The FBI was furnished 
a list of many hundred key indus- 
trial facilities. At the present time 
approximately 2,600 plants are on 
this priority list and already over 
2,000 of them have been surveyed 
by special agents of the FBI. In 
addition, 12,000 industrial plants 
may subsequently be covered by 
the program. 
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The FBI agreed to conduct a 
physical survey of the plants, their 
facilities and sources of supply. 
in order to insure the safe and 
continuous output for such a period 
as the War and Navy Departments 
should be interested in their prod- 
ucts. The FBI is interested solely 
in the prevention of espionage and 
sabotage and the surveys do not 
touch in any manner upon the 
legitimate employer-employee-rela- 
tionships within a plant. 

Prior to the undertaking of any 
plant surveys, the FBI sent a 
specially selected group of Bureau 
officials to various parts of the 
country for the purpose of making 
a complete study of the prospec- 
tive methods and facilities of 
representative industrial institu- 
tions. A complete study of all 
existing plant protective policies 
and devices was made, as well as a 
review of all available literature 
upon the subject. Specialists in 
the various technical fields were 
consulted for expert information 
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Director, Federal Bureau of Investigation 


and advice. For example, in 
connection with the treatment 
of combustibles, recommendations 
were sought not only from the 
technical experts of fire insurance 
companies, but also from the staff 
of the National Bureau of Stand- 
ards. 


Manual of Instruction 


As a result of the research of 
staff members of the FBI, a Manual 
of Instruction upon the subject of 
plant surveys was prepared and 
furnished to those special agents 
of the FBI who are called upon 
to perform this type of work. 
Prior to the time, however, that 
any agent of the FBI was assigned 
to this type of investigation, he 
was brought to Washington, D. C.., 
and placed in a special training 
school operated in connection with 
this project. There instruction 
was given in connection with ap- 
proved protective devices and 
policy. the conducting of surveys, 
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the preparation of proper reports 
and the submission of appropriate 
recommendations to the plant man- 
agement. 

The curriculum of this training 
school includes instruction by ex- 
perts of the BI’s Technical Labo 
ratory in technical subjects of par- 
ticular interest in cases involving 
sabotage and covers chemistry, 
bacteriology, explosives, document 
examinations and codes. The 
enumeration of these items is 
merely illustrative. 

Particular attention is given to 
vulnerable points as well as fire 
and safety hazards. Detailed re- 
ports are submitted to Washington, 
D. C., where they are thoroughly 
reviewed by experts on industrial 
protection. Immediately thereafter 
Director J. Edgar Hoover of the 
FBI submits a comprehensive list 
of recommendations to the appro- 
priate executive of the industrial 
plant. Although putting any of the 
recommendations into action is 
optional with the plant manager, 
the cooperation of the management 
of industrial plants which have 
been surveyed has been outstand. 
ing. 

Indicative of the need of a sur- 
vey program, such as that being 
undertaken by the FBI, are in- 
stances of laxity which have been 
noted in some of the plants sur- 
veyed. At the outset of the survey 
of one particular plant, the special 
agent performing the work entered 
at each of its three entrances in 
succession without being ques- 
tioned by anyone even though he 
wore no identifying badge. He 
then toured the entire factory and 
mingled among the workingmen 
and technicians but still no one 
stopped him. He poked around 
among highly confidential activi- 
ties, asking curious questions and 
receiving courteous answers. Still 
no one asked his identity or pur- 
pose. 

In order to insure the proper 
protection of this plant, the FBI 
recommendations at the conclusion 
of the survey included the sugges- 
tion that each employee and official 
be issued a credential card. It 
was suggested that the card be 
printed on a type of safety paper 
which would eliminate the possi- 
bility of alteration and should 
contain the employment number, 
name. physical description and 
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photograph of the employee, and 
his assignment in the plant. Em- 
ployees should be held strictly 
accountable for their credentials 
and appropriately display them at 
entrance doors and gates. In ad- 
dition the recommendation was 
inade that badges with employment 
numbers and of different colors 
and shapes to designate shop as- 
signments be carried and worn by 
employees at all times on the plant 
property. When those means of 
identification are put into effect, a 
stranger no longer could move 
about inconspicuously while gath- 
ering damaging information. 


Fire Hazards 


A problem facing numerous in- 
dustrial plants concerns fire hazards 
and adequate fire-fighting equip- 
ment. Fire is always an effective 
and fearful weapon of the saboteur 
and not much can be done if its 
start is easily attributable to acci- 
dent. In one factory recently sur- 
veyed a special agent of the FBI 
found a large pile of oil-soaked 
metal shavings. Excess oil had 
flowed from the pile into small 
pools scattered about a warehouse 
floor. The warehouse was a 
storage place for oil and gasoline 
used in motor tests. <A _ lighted 
cigarette placed in the oil by de- 
sign or accident could have sent 
the entire plant up in flames and 
halted important production. 


The machine shop was con- 
sidered a vital part of one plant 
surveyed by the FBI. Valuable 
machinery was kept there and 
operations carried on which main- 
tained the entire production 
schedule. The protection afforded 
was not in keeping with the shop’s 
importance. The floors were oil- 
soaked, yet smoking was allowed. 
The fire-fighting equipment was 
insufficient. Employees’ clothes 
and waste material were not kept 
in fire-proof containers. Electric 
switches were unenclosed. Emery 
dust and graphite used in the shop 
were easily available and of 
course presented an appropriate 
supply for a possible saboteur. 

These are some of the types of 
loopholes which have been elimi- 
nated through the preventive 
aspect of the FBI’s plant survev 
and counter-espionage program. 

There has been a tendency to 
cry sabotage every time an indi- 
vidual accident occurs, and it 
should be realized that such pub- 
lic hysteria is exceedingly harmful 
to current war time preparations. It 
is only natural that industrial acci- 
dents will occur, but a check of 
the number of fires and explosions 
will reveal that there has been no 
appreciable increase over other 
years, despite the fact that indus- 
try has been stepped up and many 
new men have been assigned to 
tasks: with which they are not 
familiar. 





MASS DISPLAY OF LAMPS 





Guthrie, Bradley & Jones, of Sweetwater, Tenn., shows lamps in 
this mass display toward the rear of the store. Prices are plainly 
marked, surplus stock is kept below the table and a flasher is used 
which attracts people from other parts of the store. 
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Women are attracted by the 
glad to know they can purchase 


Bath Shop Display 
Boosts Sales 
of Accessories 


Parker Hardware Co., Fairfield, 
Ala., profits by the fact that 
bathrooms are constantly being 
redecorated and need new items 
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colorful shower curtains and they’re 
window curtains that match them. 


—— of bathroom 


accessories increased several hun- 
dred per cent after the Parker 
Hardware Co. established its bath 
shop display several months ago. 
This company is located in Fair- 
field, Ala., a community of ap- 
proximately 12,000 population 
which is in the vicinity of Bir- 
mingham. 

Quite a collection of items, 
shower curtains, hampers, bath 
scales, stools, etc., were brought 
together in the shop. Some of 
them had always been carried in 
stock but had never been displayed 
or promoted actively or as a unit. 

The opening of the shop was 
advertised in the local papers and 
copies of the advertisement in the 
form of handbills, were distributed 
throughout the city. Sales so far 
in the shop have been phenomenal, 
according to L. W. Parker, owner, 
and have only been limited by the 
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8” ELECTRIC FAN 


Bathroom Scale 


New Crystal-Clear Dial Registers 


WAGNER 


SKILLET NO. 8 


Wagner Pre. see 
Rubenstein to control your weght 


REGULARLY $3.49 





KRUSTY KORN KOB 
MOLD 
Meteo coe of 
tiene. Out 0 pale 
a hn aT 
49c 





OUTING 
JUG 
Just The Thing 
for Sum- 
mer Picnic 





beck cuair 91.00 


With Arm Rest 





BATHROOM 
BRACKET LIGHT 


mnt 89¢ 





BATH SHOP 


“EVERYTHING FOR THE HOME BATH ROOM” 
The New “Detecto” 


* drapes to 


}BATH STOOL... 


Sturdity constructed for service. 


_PARKER HARDWARE CO. 


‘CORDIALLY INVITES YOU TO VISIT IT TODAY AND SEE THE NEW 


PHONE 8-3113 





REGULAR $2.49 


Shower Curtain 


Celanese Curtains with ship or 
swan pattern treated with DuPont 
Aridex. In popular bathroom col- 
ors. fater Repellant; Mildew 
Proof; Washable. Ruffled window 


$1.98 
$1.59 


match 
White Dock Shower Curtain, 
eg. $2.49 ane 


$1.00 


Sunreh ALL BATHROOM 
lardwood IT! a TO MATCH 
throore Regularly 2.29 





2-QT. ICE CREAM 
With Galvanized 
, ae 89¢ 


CHROME — 
PINS, Doz. 





id nuts, ready to 
install 








Hardwood closet seat finished 
in DeLuxe white enamel.| 
Chrome plated hinge will not 
rust. Complete with washers 
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Reg. $1.19 
MEDICINE 
CABINET 


tenn — with 


~° $1.00 





VACATION AND WEEK-END TRIPS 
MIXMASTER BOWL 








CUSTARD CUPS 
7 pe. set. 








Sere 
Suni Guten. S0ee 
wish eo... OOS 
gpm — b5¢ 
owen. Save 


18” TOWEL 
BAR 

















DISH. .... 








pa PAPER 
HOLD 


ioe, 





Bath shop items were featured in this advertisement 
which also was distributed in the form of a handbill. 


company’s ability to get the mer- 
chandise. 
“Among the reasons which 


Compact Ski and 


Toboggan Display 


ABCOCK HARDWARE, Ocon- 
Wis., makes excellent 
use of space along the back of win- 
dows and down a part of the side- 
wall for showing seasonal merchan- 
dise. Displays in this part of the 
are changed often and are 
carefully planned so as to use space 
to the best advantage. 


omowoc, 


store 


In this picture, skis and toboggans 
are shown along the sidewall. A fix- 
ture along the window background 
permits the showing of several items 
in wheeled goods. 

Sleds are displayed against a low 
fixture placed in the front cross aisle. 
Several sizes of sleds can be shown 
along each side of the fixture. 
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fluenced us in establishing this 


shop,” 


says Mr. 


was the 


Parker, “ 


fact that the bathroom is one of 


the show places in the home and is 
one part of the house which must 
be redecorated regularly and in 
which accessories must be replaced 
from time to time. Many of the 
new homes today are constructed 
with more than one bathroom and 
many old places are being re- 
modeled with this in mind. So, 
the demand for this type of mer- 
chandise is growing.” 

One line that stands out from a 
sales as well as a display stand- 
point are shower curtains. These 
items are colorful and attract at- 
tention. Both the curtains and 
window drapes to match are 
stocked. Prices range from $1.98 
to $3.98. 

Hampers, both bench and up- 
right types, at $2.49 to $3.98; 
pearl top bath stools at $1.00; bath 
scales from $3.49 up; and, items 
such as white closet seats, medicine 
cabinets, portable showers, towel 
bars, soap dishes, toilet paper 
holders, etc., all sell well. 

In merchandising bath scales, 
the appeal to “watch your weight” 
is very effective in interesting cus- 
tomers in this worth-while item. 
Women are extremely susceptible 
to such suggestions and probably 
buy more of the scales than men. 

Displaying related items in the 
bath shop has resulted in larger 
unit sales, according to Mr. Par- 
ker. This is proof of the mer- 
chandising principle of suggested 
selling and demonstrates what 
proper display can do. 


People who liked snow sports stopped when they saw this display. 
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A wide range of steel cabinets is displayed. Small table appliances 
shown on the units’ working surfaces furnish an added realistic touch. 


Sold Three Complete Model 
Kitchens in Three Weeks 


 —_— the 


Glick Hardware Co. of Morris- 
town, N. J., installed a model 
kitchen equipped with pressed 
steel fixtures. Within the space 
of three weeks after the installa- 
tion had been made, the firm sold 
three complete kitchens, a number 
of individual cabinets and several 
sinks. 

The attractive display of this 
equipment, located at the front of 
the store along the right sidewall, 
is largely responsible for these un- 
usual results. This display faces a 
main traffic aisle and everyone 
coming into the store must pass 
this model. 

A space approximately 10 by 16 
ft. is required for the purpose. The 
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floor is covered with linoleum and 
walls are covered with wallpaper. 

“Practically all sales to date 
have been for cash,” says Wm. L. 
Glick, owner. “Usually the equip- 
ment for a complete kitchen 
modernization job costs about the 
same as a good electrical refrig- 
erator. We know there is a good 
demand for this type of equip- 
ment and we are going after this 
volume in vur community. 

“Most of our prospects or leads 
are secured in the store. Women 


and the Glick Hardware Co. of 
Morristown, N. J., also sold a 
number of individual cabinets 
and sinks within that period 


invariably stop to look at this dis- 
play and this gives us an oppor- 
tunity to tell them something 
about the equipment and find out 
their names and addresses. The 
manufacturer of these cabinets also 
forwards leads to us which have 
come to him. 

“Steel kitchen equipment is easy 
to sell in a display of this type. 
However, it must be spotlessly 
clean all the time if it is to stimu- 
late the proper desire in the cus- 
tomer.” 








Six departments—crys- 
tal ware, gift shop, 
chrome ware, artificial 
flowers, wooden ware 
and pantry goods— 
make up the house- 
wares section in this 
store. Displays are de- 
signed to show the 
merchandise in the best 
possible manner. A 
high degree of illu- 
mination is obtained by 
means of both direct 
and indirect lighting. 


Displays Build Volume 


for Horace W. Green & Sons Co. 


iis 


constitute an important volume 
department and produce a major 
portion of the traffic for Horace 
W. Green & Sons Co., Huntingdon 
Park, Calif. And the manner in 
which these housewares are dis- 
played is one of the principal rea- 
sons for the success of the depart- 
ment. 

This section is located on the 


Complete table settings are used both to 
show a greater variety of items and to give 
customers ideas for their own homes. These 
displays show merchandise in a natural 
and attractive atmosphere which results in 
sales. Crystal ware, dinnerware and pot- 
tery in many designs are featured in this 
decidedly attractive manner. 


Greeting and gift cards constitute an im- 
portant section of the gift department. 
This display attracts considerable traffic 
on its own account, aids customers in com- 
pleting their gift shopping and produces a 
satisfactory sales volume during the year. 
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The gift shop is overflowing with 
suggestions for every shopper, 
whether the gift desired be an 
inexpensive bridge prize or an 
elaborate wedding present. All 
displays in this section are ar- 
ranged informally—a _ condition 
that stimulates browsing about 
and increased sales. A service by 
means of which prospective brides 
may register their patterns in 
crystal, china and silverware is 
also provided by the store. 
















in Housewares 





of Huntington Park, California 









main floor of the 50 by 150-ft. 












store. Modern fixtures, used 

throughout the department, per- 

mit an effective utilization of Mirror - covered back- 

space and aid in the development grounds and ledges 
" " ; help in displaying crys- 

of displays which really assist the tal ware to advantage. 






shoppers. Only the tops of the Most of the items are 
tables are used for display pur- stocked regularly and 

dee a wide variety in price 
poses. Sliding doors below com- and quality is displayed 
pletely hide the unsightly stock at all times. 
sections and give the entire depart- 
ment a more pleasing and inviting 
appearance. 

Interior color schemes are im- 
portant in a modern place of busi- 
ness. Light greens and cool yel- 
lows are used in this store in or- 
der to provide an atmosphere 
which will afford the customers 
the greatest degree of pleasure 
while they are shopping. 
































Artificial flowers are a good 
volume line in this store. In 
addition to being shown in 
this sidewall fixture, they 
may be found on many of the 
other displays about the oo 
store. As a matter of fact, gre © 
flowers are brought to the 
customer’s attention wher- 3 Ss 
ever she may turn. 
















How to Merchandise 





M. ILLIONS of dol- 


lars are spent each year by the 
housewives of America for both 
utility and novelty housewares. It 
is said that 85 per cent of all con- 
sumer sales in this country are 
made to women. Certain it is that 
many homes, whose heads are now 
steadily employed for the first 
time in months or years, need 
many new housewares items. And 
those housewives who now have a 
little extra money to spend are go- 
ing to buy housewares with some 
of it. The hardware dealer who 
maintains the kind of housewares 
department the ladies of his com- 
munity like is the one who is go- 
ing to get more of this “extra” 
money. 

With priorities interfering with 
the manufacture and sale of 
many staple hardware lines, 
greater attention to housewares, 
particularly glassware, plastic 
items, woodenware, dinnerware 
and other non-metallic goods, is 
very much in order. Now, as 
never before, the dealer in smaller 
communities is going to find that 
the operation of strictly men’s 
stores is not a wise idea. 

Merely stocking staple utility 
articles in a clean, neat fashion is 
not the answer. The ladies also 
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want novelty items, of colorful de- . 


sign and attractive appearance. 
All women are inveterate bargain 
hunters and the featuring of good 
merchandise, priced to have the 


“plus value” complexion will result 


in sales and profits. 


Here’s How to Sell ’Em! 
1—Buy for your own class 
of trade 


If you cater to people who can 
afford and want the best of every- 
thing, be sure to emphasize the 





““Many men who never give a hand 
at home are inveterate buyers of 
gadgets for their wives.” 


higher quality, higher priced lines. 
As one Connecticut hardware 
dealer puts it, “buying right” is 


buying for the store’s own particu- 
lar type of trade. Analysis by the 
store staff proved that its trade was 
principally interested in high 
quality and medium priced lines, 
and merchandise has been bought 
and sold in line with those find- 
ings. 
2—Plainly indicate prices 
Prominently displayed price 
tags, signs or marks on the mer- 
chandise itself are a big sales aid. 
Such marking saves time for both 
the customer and the staff. Some 
timid ladies, failing to see a price 
on an item, may assume it is too 
expensive for them and will never 
bring up the subject. Others in- 
quiring about merchandise and 
finding it beyond their means will 
be embarrassed, and after several 
inquiries may simply cease to 
show interest in your wares. 


3—Rotate displays 

Many stores keep their house- 
wares departments ever fresh in 
appearance by shifting their en- 
tire housewares stocks around as 
frequently as possible. Some sec- 
tions of a housewares department 
do not lend themselves to very 
great rearrangement. In such in- 
stances, changing the location of 
different items on display units 
gives some appearance of variety. 
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Housewares 


War efforts will interfere with the 
manufacture and sale of many staple 
lines, but there is a wide range of 
housewares items that may still be 
obtained and will be in great demand 


By KENNETH A. HEALE 


Associate Editor 
of Hardware Age 


4—Employ saleswomen 


Saleswomen are usually more 
efficient in selling this type of 
merchandise for the reason that the 
average woman knows better what 
other ladies would like in their 
homes. Many dealers have their 
wives assist in the selection of 
housewares, particularly those of 
a novelty type and those suited for 
gift or party use. Another ad- 
vantage in having saleswomen for 
housewares is that they can and 
will add the important feminine 
touch to displays, provided they 
are given the necessary leeway. 


53—Have good housekeepers 


Good housekeeping is particu- 
larly necessary in a housewares 
department. Regardless of whether 


or not a housewife or business 
woman keeps a spotless kitchen, 
she is impressed by clean displays 
of housewares. If a store is big 
enough, it is an investment for it 
to employ a woman whose chief 
duty is to wash, dust or polish 
housewares. The sight of neatly 
attired women “cleaning house” 
during business hours impresses 
many women shoppers. ‘The store 
that cannot employ a_ cleaner 
would do well to insist that its 
saleswomen in that department de- 
vote a reasonable amount of time 
to “housekeeping.” Clean dis- 
plays are just as necessary as neat 


displays. 
6—Have a gadget shop 


Even though our entry into the 
war has hampered the produc- 

















“Changing the location of different items on 
display units gives an appearance of variety.” 


DECEMBER 25, 1941 





tion of some of the items that are 
classified as “gadgets,” there are 
still gadgets being manufactured. 
Featuring them in their own sec- 
tion or “shop” is always an atten- 
tion-getter. Many men who never 
give a hand at home are inveterate 
buyers of gadgets for their wives. 
Some dealers have well lighted, 
colorful gadget shops in parts of 
the store that would not otherwise 
attract much traffic. 


7—Feature specials 

Many hardware dealers use 
housewares “specials,” of their 
own or a wholesalers’ selection, 
for a regular day each week. 
Others offer their weekly “spe- 
cials” every business day of the 
week, or for Friday and Saturday 
only. Showing your specials in a 
given spot, such as a corner of a 
show window, on a certain table. 
with a prominent ‘sign to indicate 
their location is always a good 
plan. Should the special happen 
to be some lower priced glassware. 
for example, it is also worth while 
to feature higher quality glassware 
near the display. Such an idea 
not only boosts the sale of the 
traffic building specials but also 
of the better items. 


8—Alternate bright and dull 


items 


A dealer near Pittsburgh, Pa., 
alternates shiny ware displays 
with items of duller finish, thus 
preventing any one section from 
completely dominating the house- 
wares departme:t. He uses port- 
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able spotlights which brightly 
light all parts of the department to 
emphasize each section. 


9—Include plenty of replace- 
ment sale items 


Feature replacement sales items 
such as paper napkins, towels, 
garbage can bags, wax paper, 
toilet paper, soap — in cake, 
powder and chip form, cleaning 








- Few”. 


“This encourages women to visit 
the store to be sure that they 
will not be missing anything.” 


preparations, polishing substances, 
household disinfectant, electric 
lamp bulbs, radio tubes, dog foods, 
floor wax, furniture polish, silver 
polish, shoe polish, etc. 


10—Use “stunt” windows 


Some hardware dealers install 
“stunt” windows, such as “milli- 
nery” made of kitchen utensils, and 
shown on manikins’ heads—bor- 
rowed from millinery shops. A 
San Francisco dealer has used this 
idea, even using backgrounds sug- 
gesting a millinery shop. 


11—Carry some “non-hard- 
ware” items 


Featuring some items unrelated 
to hardware will help draw traffic, 
particularly in these days of short- 
ages and threatened shortages. 
Hardware stores in all parts of the 
country have handled such “for- 
eign” items as greeting cards, 
women’s stockings, inexpensive 
jewelry, stationery, dress patterns, 
notions, women’s sanitary goods, 
inexpensive but good candy, can- 
ned goods, live chicks, lower 
priced women’s underwear, work 
clothes, artificial flowers, canaries. 
goldfish, photographic supplies, 
salted and fresh nuts, cosmetics. 
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12—Have special gift wrap- 
pings 

Quite a few hardware stores go 
to great trouble to suitably wrap 
housewares items that are to be 
presented as gifts. Gummed labels, 
of colorful yet not glaring appear- 
ance, are a big help. Thus if the 
Smith Hardware & Supply Co. 
uses such a label. instead of indi- 
cating the store’s full name, neat 
lettering indicating that it is 
“From Smith’s Gift Shop” adds 
prestige to the department, par- 
ticularly if the package is attrac- 
tively wrapped ready for delivery 
to the recipient. 


13—Have unadvertised 
specials 

An Ohio hardware store uses 
unadvertised specials from time 
to time to build traffic. These 
specials are shown in a display 
window and inside the store. Such 
specials are always better if they 
are genuine bargains and should 
be prominently displayed. This 
encourages women to visit the 
store to be sure that they will not 
be missing anything. 


14——Constantly add new 
items 


While the addition of new items 
is increasingly difficult, because of 
priorities and the demands for so 
much of the basic materials used 
in the production of housewares. 
there are, nonetheless, new items 
coming out all the time. Watch- 
ing women’s magazine advertise- 
ments for new household items and 
then going after these items for 
your store is another way of hav- 
ing the kind of a housefurnishings 
sections the ladies like and will 
patronize. 


15—Tie in with the different 
seasons 

When it is getting near canning 
time, feature canning supplies, 
and when the heavy “bridge party” 
season starts in your community 
play up the gift and gadget items 
that will appeal for such events. 
A Delaware dealer uses decora- 
tions representing the different 
seasons to add color to the depart- 
ment. 


16—Encourage women to 
browse around 
The hardware store with an at- 
tractive housefurnishings depart- 





ment attracts many people who are 
“just looking around.” Encourage 
these “lookers” to browse around. 
A friendly greeting to the woman 
who is killing some time, will 
more often result in a sale than a 
rush of sales clerks asking, “May 
| help you?” Permitting cus- 
tomers to browse around is a par- 
ticularly important factor in build- 
ing gadget sales. 


17—Advertise constantly 


There are holidays and special 
days that provide unusually good 
opportunities to tie in your house- 
wares department with events in 
peoples’ minds. While Christmas, 
birthdays and anniversaries are the 
big gift giving times in all homes, 
there are other occasions, such as 
Valentine’s Day, Mother’s Day, 
Thanksgiving and Easter, when 
the proper appeals will bring men- 
folks to your housewares section 
to get gifts for their wives. Even 
the every day items which are 
regularly consumed and replaced 
should be advertised from time to 
time in newspapers, by direct mail 
and in your show windows. 


18—Have a colorful depart- 
ment 
Bright colors in a housefurnish- 
ings department appeal to the 
ladies. Bright fixtures and attrac- 
tive floor coverings, however, are 
a failure if they are not kept clean 





“A friendly greeting to the 
woman who is killing time 
will often result in a sale.” 


and well painted. A colorfully 
finished department can be made 
even more attractive with the use 
of bright lighting. Pastel shades 
are used in decorating some of the 
(Continued on page 40) 
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DISPLAY IDEAS 


These ideas have been used successfully 

























and are worth trying in your own store 


A variety of bathroom fixtures is displayed in limited space on this tilted 
panel by Alfred D. Peoples Hardware, 412 King St., Wilmington, Del. The 
panel is finished in blue and is used to display items priced from about 
25 cents up. The proprietor states, “People coming for other things see 
this display and buy these items on impulse. Fifty per cent of the sales 
of these items are now impulse purchases. Use of this display tripled our 
sales of this merchandise.” 








Chimes, a ventilating fan, illuminated house 
numbers, a built-in ironing board, built-in 
memo pad rack and other conveniences are 
shown on this interesting and attractive dis- 
play in the main store of the Bunting Hard- 
ware Co., Kansas City, Mo. The background 
is light green, the letters red and the trim 
chrome. Each item has its retail price plainly 
indicated. Each electrical item can be op- 
erated by the customer. The display ad- 
joins the paint department and is opposite a 
section of the housewares department 





This unique, compact display of three different 
f grades of bathroom fixtures helped increase volume 
E 50 per cent in that line for Wolff & Watt Hardware Ce., 
Inc., Wilmette, Ill. Three qualities are compared in in- 
teresting and convincing fashion, on a chrome-trimmed, 
glazed-finish panel. Although not all people will buy 
the best numbers after making the comparison, one of 
the proprietors states, “When you explain to people the 
difference, they'll usually buy the higher priced items 
Smaller items are priced from 25 cents to $3.50, the 
larger equipment from $9.90 to $23.70. The display is up 
in the front of the store where all may see it when 
entering or leaving the premises 
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The purpose of this club is to 
exchange ideas and information. 
Take part by submitting your 
successful ideas for publication. 
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“Repeaters” 


D, you ever stop 


to think how important “re- 
peaters” are in this world of ours, 
how important they are to the 
hardware industry and to your 
own retail store? “Repeaters” are 
more important than most of us 
realize. The majority of the re- 
tail hardware stores of the nation 
are located in relatively small com- 
munities and the major portion of 
their sales volume comes from cus- 
tomers who visit the stores again 
and again. In short, their profits 
come largely from “repeaters.” 

“Repeaters” have also been im- 
portant to the Harpware AcE Re- 
tail Sales Idea Club. We have a 
rather large number of enthu- 
siastic members who are con- 
stantly sending in ideas, which, 
they believe, will be of benefit to 
other members. These members 
take an active part in most of the 
monthly contests. Incidentally, 
they are adding to their earnings 
by winning some of the cash 
prizes paid to contest winners as 
well as for ideas found suitable 
for use on these pages. 

It is hardly fair that some of the 
club members should do so much 
of the work and supply so many 
of the ideas which have been 
found to be worthy of publication. 
Why not be a “repeater” your- 
self? Start in now and take part 
in the contests whenever you can. 
Let’s have your ideas! 

It has often been said that when 
a person has once won a major 
prize in a contest he seldom wins 
another. That saying may hold 
true in some contests where the 
judging takes into 
consideration other 
factors than the 
basic quality of the 





answer. It does not hold true, 
however, in the case of HARDWARE 
Ace Retail Sales Idea Club. Per- 
sons can and do repeat in winning 
our major awards, and two of the 
winners of the November contest 
have been prize winners in previ- 
ous contests. 

Harold A. Stimmel, Worthing- 
ton Hardware Co., Worthington, 





Ohio, the winner of first prize this 
month, captured the third place 
award in the September contest. 
Lena Day, DeVore Hardware Co., 
Monongahela, Pa., winner of third 
prize for this month, took first 
place in the October event. Mrs. 
R. L. Bramlett, Allen & Jemison, 
Tuscaloosa, Ala., second prize 
winner in this month’s contest, is 
participating in the major awards 
for the first time. 


The Winners of the 
November Idea Contest 


The editors of HARDWARE AGE acting as judges, 
have selected the following first, second, and third prize 
winners of the November Idea Contest which called for 


answers to the following: 


“In your opinion, what unusual merchandise 
can the retail hardware store sell to oftset 
possible curtailments in regular lines during 
the present emergency, and state why you 
think these are practical?” 


FIRST PRIZE — $5.00 
Won by 

HAROLD A. STIMMEL 

Worthington Hardware Co., 
Worthington, Ohio 

“The hardware dealer can put 
in more complete stocks and dis- 
play oilcloth, bird cages, furnace 
filters, housewares, work gloves, a 
competitive line of overalls, boots. 
work shoes and work socks, cur- 
tain rods and window shades. | 
think a dealer might even put in 
popular brand household soaps 
and soap powders and work up 
quite a delivery trade to house- 
wives who call up for a box of 
washing powder. On such occa- 
sions, dealers could suggest clothes 


pins, clothesline, clothes baskets 
or even follow up on the customer 
as a prospect for a new washer. 


f: 4 J 





HAROLD A. 
STIMMEL 


























> 











—--~ 















“We have taken on a line of 
phonograph records and have been 
surprised by the turnover and the 
sales that have resulted from just 
one advertisement in the news- 
paper. 

“We have been able to develop 
considerable business on plumb- 
ing supplies. These have been se- 
cured from our wholesaler who 
has been able to supply us with 
this merchandise. Many of the 
plumbers in our community are 
buying this line from us, due to 
the fact that they are having dif- 
ficulty in making purchases direct 
from distributors or manufac- 
turers.” 

x * * 


SECOND PRIZE — $3.00 
Won by 
MRS. R. L. BRAMLETT 
Allen & Jemisan 
Tuscaloosa, Ala. 
“During the depression people 
purchased much of their hardware 
at the 10-cent store, leaving us in 





MRS. R. L. BRAMLETT 


the hardware business with little 
to do. 

“Being able to crochet, I per- 
suaded the manager of our store 
to put in a stock of crochet cottons, 
needles, etc., and began teaching 











how the work should be done. It 
was a success from the start. Cus- 
tomers asked for yarns for knit- 
ting, so this merchandise was 
stocked. We also added zippers 
and other related items. Then a 
full time instructor in knitting was 
needed. Finally an extra saleslady 
was required to assist in taking 
care of customers in this depart- 
ment and the extra business. It 
has also been a very profitable 
department from the start.” 


* &.& 


THIRD PRIZE — $2.00 


Won by 
LENA DAY 
DeVore Hardware Co., 
Monongahela, Pa. 


“Dishes are profitable, easy to 
display, and make a store attrac- 
tive. Enameled ware can be sold 
in place of aluminumware. Gift- 
wares, such as electrical appli- 
ances, glassware, silverware, water 
sets, cookie jars, vases, bowls, and 
other pottery ware can be sold in 
volume. 

“Baby chicks and ducklings 
stimulate a demand for feeders 
and other poultry supplies. 

“Roller skates, ice skates, and 
the accessories are items to be 
pushed. Sharpening and repair 
services are a_ possibility here. 
Toys can be sold the year round. 





You receive $1.00 for each idea 

considered worthy and accept- 

ed for publication. Watch these 
pages of successful ideas. 





LENA DAY 


“Window shades attract women 
customers. Paints, brush clean- 
ers, turpentine, linseed oil and 
sandpaper are items to promote. 
Glass and related items such as 
putty, putty knives, and glazing 
points will be in demand. 

“Another excellent line of goods 
is seeds of all types, bulbs, bushes, 
shrubbery, etc. Later on insecti- 
cides and other spray materials 
are in demand. Baskets are a 
good item in rural areas. 

“Other items the hardware can 
feature are wallpaper, wire hoist 
rope, wood blocks and pulleys, 
milk bottles, milk bottle caps, 
horse collars and pads, harness, 
cow halters, dog chains, and col- 
lars, wallpaper cleaner, dry clean- 
ing fluid, metal polish, sponges, 
kneeling pads, stepladders, floor 
wax and summer furniture.” 


The judges award the rating of Honorable Mention and a 
payment of $1.00 to the following contestants whose entries, 
though not winning one of the major prizes, were considered 


worthy of publication. 


GUSTAVE D. HERRMANN, 
Otto Herrmann, Inc. 
Glendale, L. I., N. Y. 


“In 1942 and for the duration 
of the emergency, the hardware 


The necessary gar- 





dealer should concentrate his sell- 
ing on ‘back to the earth’ mer- 
chandise. Sell seeds. 
plants, flowering 


bulbs and shrubs. 











den equipment can always be se- 

cured. Promoting this type of 

merchandise will bring customers 
back to the store over and over 
again. 

“Wood novelties and _ small 
pieces of odd furniture are other 
lines the dealer can stock. These 
are easily sold when displayed 
properly. Lawn furniture, bird 
houses, end tables, chairs, ‘what 
not’ shelves, miniature windmills, 
lawn ornaments and other items 
will still be available. These lines 
require practically no materials 
necessary to defense in their con- 
struction. The margin of profit 
is usually adequate. Dealers 
should however, stock a wide 
variety of this merchandise. Se- 
lect this merchandise to fit your 
customers for best results.” 

x * * 

JESSE L. HOWLAND, How- 
land Hardware Co., Plain 
City, Ohio 

“Hardware dealers would do 
well to give attention to those lines 
especially attractive to women. A 
visit to your neighboring city de- 
partment stores will be most pro- 
ductive. Here can be found many 
ideas for a thoughtful hardware 
shopper. 

“Kitchen bathroom 
specialties, living room novelties, 
lawn and garden goods, all offer 
sales opportunities and profits. 
Dealers should add shower cur- 
tains, medicine cabinets, rubber 
mats for the bathroom, small 
figure ornaments, placques, orna- 


gadgets, 


mental bric-a-brac for living 
rooms, artificial flowers. and ex- 
tend their lines of other smaller 
goods which are sure to be avail- 
able. By all means, try shopping 
the department stores for ideas.” 


x * * 


WAYNE K. GARDNER, 
Gardner & Hall Co., Con- 
cord, N. H. 


“Three lines of merchandise that 
will increase one’s volume during 
these times are gift items, hobby 
items and what might be termed, 
for lack of a better name, ‘youth 
merchandise.’ 

“Many stores already carry these 
items. If so, put extra promotion 
behind these lines and try to sell 
more of each. 

“With the many showers, wed- 
ding anniversaries, wedding, birth- 
days and other gift occasions 
throughout the year, sales oppor- 
tunities are practically unlimited. 

“As to hobby items, neither war 


nor high water will prevent a per-. 


son from riding a hobby. Just 
use your imagination for a minute 


and visualize the extent and possi- 
bilities in this line. 

“Youth merchandise such as 
toys, games, model supplies and 
sets, school supplies and many 
other lines interest the younger 
generation. These bring added 
volume but most important, they 
will develop future customers for 
the store. 

“May I at this time congratulate 
the parties responsible for the 
forming of this Retail Sales Idea 
Club.” 

x * * 
WARREN A. SLACK, 
Slack’s Hardware, Bad 
Axe, Mich. 


“A good substitute for scarce 
hardware is to sell awnings for 
stores, hospitals, clubs, and even 
year “round and summer private 
homes. Prospects are easy to find. 
Just look for old awnings. All 
windows on south and east side 
exposures should have awnings 
and homes without these are good 
prospects. This is a line that can 
be sold during the winter months 
for installation in the spring when 
the men of the store are not busy.” 


Idea Conserves Electricity 


“T recently installed a light over 
our basement doors. This is in 
relay with the lights in the base- 
ment, and signifies when the base- 
ment lights are on. This will help 
economize on electricity in any 
store that has ‘blind’ basement 


YOU PAY NOTHING 
Any Retail Hardware Employee May Take Part 


REGISTRATION FORM 


Just Register—Paste Coupon on Penny Postal Card—Mail Today 


lights. This idea may not be new, 
but if it is brought to the attention 
of individuals who pay the bills it 
may be helpful to other stores.” 
Harotp BarLow, 
Owen Hulett Hardware, 
Williamstown, Ky. 


Copy this form on a penny 
post card if more than one 
form is necessary. 
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HARDWARE AGE 
Retail Sales Idea Club, 
100 E. 42nd Street, New York, N. Y. 


| hereby register for membership in the Hardware Age Retail Sales Idea 
Club. | am a reader of Hardware Age and would like to take part in the activ- 
ities of this club, as often as | can. 
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| am submitting the following question or subject as worthy material for dis- 
cussion by this organization. 
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THE REASON FOR 
A TWOSOME IN 
REMINGTON .22’s 


If you’ve ever 
played golf, you 
know that a 
driver is rec- 
ommended for 
greatest power 
and distance. For 
shorter shots you 
use other clubs 
to avoid overshooting the green. 
In other words, different kinds 
of clubs provide a range of 
power. 

To give .22 rifle shooters a 
range of power, we make two 
types of Remington .22’s, one 
more powerful than the other. 
The most powerful, Kleanbore 
Hi-Speed, has maximum speed, 
flattest trajectory, the most wal- 
lop. It’s just right for hunting. 
The other is the medium power 
New Improved Kleanbore, used 
where intermediate speed and a 
moderate degree of stopping 
power are desired... as in some 
kinds of hunting, informal tar- 
get shooting and plinking. Find 
out how much 
power your 
customer 
wants, and sell 4 
him the kind 
of .22 he ought 





new. 








Looking backward, most hardware 
dealers will find it has been an ex- 
tremely busy year. They have been 
called upon to furnish in increasing 
quantities the hardware, tools, paints 
and supplies for new buildings and for 
prolonging the life of old structures. They have provided a large part 
of the seeds and tools used in producing our farm crops. The sporting 
goods, guns and ammunition they sold helped people get more out of 
their spare time, enabled them to return to their jobs refreshed and 
better able to carry on their work. 

Looking forward, the coming year promises to be a challenging one. 
There will be difficulties and inconveniences. But there will also be the 
satisfaction of an important job well done. 

At this time, we would like to wish hardware dealers everywhere a 
most successful New Year, and thank you for your friendly coopera- 
tion and good-will in 1941. 


LOOKING BACKWARD—AND FORWARD 


The Romans gave the first month of 
the year a most appropriate name— 
January, in honor of Janus, the god 
who had two faces and looked both 
backward and forward. Now, stand- 
ing on the threshold of the new year, 
it’s a good idea to take stock of the 
one just passing, and to examine, as 
best we can, the prospects for the 











to shoot. 





GUESS I'LL KEEP 
THIS REMINGTON 
FOR MYSELF! 








**Kleanbore,’’ ‘‘Hi-Speed,”’ 
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‘‘Sportsman,”’ ‘‘Nitro Express’’ 


Merchandising Mike Says: 
““MakeaNewYear's 
Check-Up — Now” 





> 


“It seems as if all the old 
timers — the Chinese, the 
Greeks and so on—always | f 
took stock and wiped their | That’s the reaction of a lot 


slates clean on the New 
Year. Not a bad idea. For 
the present-day hardware 
dealers it’s a fine time to 
check up (after you get 
rid of Christmas displays 
and counters) on arrange- 
ment, display, and _ store 
traffic routes. Just go into 


seen it before —and start 
making a 
you’re going to change or 
improve upon. Start the 
New Year right—with a 
store that really says, 
‘Stop, Look, and Buy.’” 





| 


| 
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list of things | 


SO GOOD You’D 
LIKE TO KEEP ONE 
FOR YOURSELF! 





of dealers to the Remington 
autoloading shotguns, the 5- 
shot Model 11, or the 3-shot 
“Sportsman”! These are fast, 
hard-hitting guns for all- 
round use. Good-looking, ex- 
cellent weight and “feel.” You 
know they’re delivering full 
power—the barrel and breech 


| block stay locked together 
your store as if you’d never | 
| the muzzle. 


long after the shot has left 
It’s no wonder 
the Model 11 is by far the 
most popular autoloading 
shotgun ever made! Over 
500,000 have been sold—and 
there is no question as to 
their complete reliability. 


are Reg. U. S. Pat. Off. by Remington Arms Co., Inc., Bridgeport, Conn. 
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New Universal Chopper Display— 

Landers, Frary, & Clark, New Britain, 

Conn, is offering dealers this attrac- 

tive metal display, which holds five * 
food or meat choppers. Finished in 

orange and blue, is 14 in. wide 

7%, in. deep, and 22 in. high. Can 

be used in windows or on tables 

Dealers receive display free with 

orders of six choppers 
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Stevens Gun Display—J. Stevens Arms Co., Div. of 
Savage Arms Corp., Utica, N. Y., offers dealers a new 
display card and gun holder. The card is 23 by 23 by, 
5 in. deep and is supported by strong easel backs. 
They are available through Savaqe-Stevens jobbers, 
or direct from Savage Arms Corp 






To Help You 


M. anufacturers Offer 





Nesco Roaster Display-—A life size, 
natural color, cut-out display of a 
young woman directing attention to 
the exclusive features of a Nesco 
Automatic Roaster is offered to deal- 
ers by the National Enameling and 
Stamping Co., Milwaukee, Wis. The 
attractive piece is sturdily construct- 
ed and fits neatly and easily around 
the roaster stand 










Florence Dealer Helps— 
Florence Stove Com- 
pany, Gardner, Mass., is 
offering its dealers a full 
assortment of display 
materials. Lithographed 
cut-outs and streamers 
feature Florence oil heat- 
ers, also special cut-outs 
advertise dual oven 
ranges Window and 
store cards, wall posters 
and banners are avail- 















able on other of 
rompany’s products 





Better Light-Better Sight Display—This action 
display in five colors is one of several pre- 
pared by the National Better Light-Better 
Sight Bureau, 420 Lexington Ave., New York 
City, as a part of its 1941-42 promotional cam- 
paign. As the cat's large green eyes move 
from side to side, tail waves from right to left 
focusing attention upon lamps at the sides. 
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Sell More 


These Display Helps 





Emerson’s New Silent Salesman— 
This floor display stand ig offered to 
dealers by the Emerson Radio & 
Phonograph Corp., New York City. 
Constructed of wood, it holds eight 
different models. Cut -out oval at top 
drives across a selling message 
while the display is enhanced by 


photo-montage depicting uses 


these small radios. Available throu 


Emerson distributors 





New Strom-Becker Sales Helps—Colorful, dy- 
namic poster, 21 by 28 in. in size showing 
interesting photographs of leading models in 
the Strom-Becker line is offered to dealers by 
the Stromberk-Becker Mig. Co., Moline, III 
Also, a new eight-page catalog-circular show- 
ing complete line is available 
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SUPERFEX 


is the worlds finest 


HEATER 








Superfex Window Material—A cut- 
out display piece which invites the 
asking of questions and has some 
of the attention-getting value of the 
popular radio quiz programs is of- 
fered free to dealers by the Perfec- 
tion Stove Co., Cleveland, Ohio. The 
piece is designed so it can be mount- 
ed on any one of the company’s 
Superfex Heat-Directors 





Mitchell's “Miracle Merchandiser’—This dynamic sell- 
ing display is offered dealers by the Mitchell Mfg. Co 
2525 Clybourn Ave., Chicago, Ill., in connection with 
their I.E.S. floor lamp campaign which is built around 
the “Magic Dozen Deal." As mtny as seven lamps 
can be shown against this background which is given 


free with the deal 


Silex Window and Coun- 
ter Card —A _ four-color 
lithographed window 
and counter card, size 
13 by 20 in., is offered 
dealers by the Silex 
Company, Hartford 


Conn. Card Features 


Victory model coffee 
maker, of Pyrex Brand 
glass in old Sandwich 
design 
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Use this colorful dis- 
play set as a nucleus 
for your home butcher- 
ing window. It’s free 
and consists of center 
and two side panels. 
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New tools speedup 
oh hatal-talale a lal® 
y | 
give better results 





Refer to the check list 
shown below and from it 
select a representative 
number of items which 
may be grouped together. 





It’s Home Butchering Time! 


HEN winter gets 


under way the farmer begins home 
butchering preparations. It is 
estimated that each year at least 
70 per cent of farms in this coun- 
try do their own butchering. This 
year the national emergency and 
rising meat prices will spur this 
activity, so not only will more 
farmers butcher at home but more 
farmers will also do more butcher- 


ing. 


When cold weather sets in the 
Christmas selling is over and 
70 per cent of the farmers 
get ready to butcher and cure 


This makes home butchering a 
natural merchandising endeavor 
for the hardware store. It comes 
during the Christmas lull as a 








Your Check List 


For a seasonable promotion that moves an entire 
line off your shelves in one concentrated sweep. 


Meat choppers Hoists Knife Sharpeners 
Stuffing Meat Hooks Sharpening 
Attachments Meat Saws Steels 


Sausage Stuffer- 


Kitchen Shears 


Wire Brushes 


Lard-Fruit Presses Can Sealers Lard Pails 
Knives Food Packing Cans Curing Salt 
Cleavers Meat Pumps Seasoning 
Kettles Thermometers Meat Pickle 
Gambrels Hog Scrapers Casings, etc. 








proven sales-making program that 
requires only a minimum invest- 
ment and that each year brings 
replacement business. 

Most of the elements of a suc- 
cessful campaign are already with- 
in the hardware store. The “plus” 
effort required of the dealer is the 
proper assembly and display of 
related equipment. The timing is 
determined by the weather. 

A glance at the check list of 
equipment will show that much of 
the equipment is already part of 
the rural hardware store’s inven- 
tory. Therefore, the next step is 
a window display to draw the at- 
tention of the farmer when he 
comes to town. The second step, 
the important follow-up, is the 
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Somesovy once said "There's no 
sentiment in business." We disagree. 
Business is filled with sentiment .. . 
filled with the friendships which gain 
strength with each passing year. Old 
names on the ledaers . . . familiar let- 
terheads in the files . . . accustomed 
voices on the telephone; all these em- 
phasize to us that behind the en- 
deavor we term business is the power- 
ful force of FRIENDSHIP. And so at 
this Christmas Season we extend Greet- 
ings to our old customers of years 
standing . . . and to our newer cus- 
tomers, who in the course of coming 
years we hope will become old cus- 
tomers .. . and friends. 
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The Cleveland Chain items illustrated 
here are building substantial profits for 
hardware dealers. Now is the time to 
get full information from your jobber 


on: 

THE REELSALESMAN, a tested merchan- 
diser for a wide variety of Welded and 
Weldless Chain. 

THE HANDY CARTON containing 250 ft. 
of Buckeye Pattern Chain. 

THE KEG-ETTE, four sizes of Proof Coil 
Chain in attractive plywood drums. 

THE SALES-MASTER—super assortment of 
chain—six full reels of various types and 
four bins of Proof Coil and BBB Chain. 
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Heres everything to make 
i butchering easierand 


i give you better results re 
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OUR STORE IS HEADQUARTERS FOR ENTERPRISE” CHOPPERS 


interior display to hold and center 


his attention. 

This matter of display has al- 
ready been simplified by the pro- 
motional ammunition furnished by 
two companies actively. interested 


in increasing home _ butchering 


profits for hardware dealers: The 


Enterprise Mfg. Co. of Pa., Phila- 
delphia, Pa., and the Morton Salt 
Co., Chicago, IIl. 


Building Good Will 


Two good will building and in- 
formative pieces of literature that 
will be in demand are a four-page 
circular on how to make good 
sausage offered by Enterprise and 
a booklet on butchering and cur- 
ing offered by Morton. These 
should be important additions to 
store displays. 


How to 


fixtures in one large Wisconsin 
hardware store. 


19—Find out what the cus- 
tomer will pay 
A Nebraska dealer’s sister, in 
commenting on housewares sales, 
says, “When a woman comes in 
for a bridge party prize I find out 
what she wants to pay and then 
show her merchandise in that price 
range. If a woman wants 25-cent 
items for parties there is no use 
trying to sell her dollar items. 
Showing her better quality and 
higher priced lines, however, will 
often result in the sales of higher 
priced merchandise.” 


40 


Merchandise 


Important accesso- 
ries of a profitable 
home _ butchering 
business are the va- 
rious curing com- 
pounds that are so 
necessary. These 
promotion pieces 
afford effective win- 
dow background 
treatment and will 
also help dress up 
table displays. 
These displays are 
an integral part of 
home butchering as 
a forceful “package” 
promotion for the 
rural hardware 
store. 


(Continued from page 30) 


20—Watch your competition 
depart- 


The housefurnishings 
ment that tries to keep its prices in 
line with other stores makes its 
customers realize the fact that the 
little store is not necessarily higher 
priced than big outlets. Visiting 
department stores in your trading 
area and watching their ads will 
help you in this respect. Some 
dealers even keep in touch with 
prices advertised in towns as far 
away as 50 miles and try to offer 
like items at similar prices. Fol- 
lowing such a policy builds good 
“word-of-mouth-advertising.” 


Tying in with your window is 
the counter background card, a 
companion piece to the window 
display cards. Your table display 
should contain a complete assort- 
ment of butchering needs, curing 
preparations, and farmers’ liter- 
ature on this subject. 





Housewares 


21—Store demonstrations 


Hardware stores that do not 
handle major appliances would 
find that store demonstrations are 
an attraction to women. Having 
a demonstrator in the housewares 
department occasionally will prove 
to be a good sales builder, whether 
you want to sell a new cooking 
utensil, gadgets, or just “run of 
the mill” kitchen equipment. It 
makes little difference whether a 
member of the store staff or an 
outsider does the honors as long 
as the demonstrator has a sales 
talk and understands the proper 
use of the equipment. 
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how ahout these? 


How many house signs and weather vanes did 
you sell last year? 


Here is merchandise that carries an attractive 
mark up and moves rapidly when properly dis- 
played. . 

Do you know Hardware stores all over the 
country are enjoying PLUS PROFITS selling 
our HOUSE SIGNS and Weather Vanes? Every 
home in your territory, whether they are new 
or old, large or small, are PROSPECTS. 
Included in the Whitehall Line are over 60 new 
and original ideas in house signs, weather vanes 
and wall brackets. Priced to retail from $5.00 up. 


Drop a post card right now for your 
free copy of the attractively illus- 
trated Whitehall catalog. We will in- 
clude a simple and proved plan whereby you can in- 
crease your volume on this type of merchandise with 
practically no investment. Write for your copy NOW! 


See our exhibit, Room 925 W. Palmer House, Chicago House- 
wares Show, January 4th to 9th. 
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WHITEHALL METAL STUDIOS—Dept. H—469 East Ohio St., Chicago, IMinois—Factories—Whitehall, Michigan 
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In ‘42 civilian production must 
be worked in with defense needs. 
We urge Myers dealers to sell 
growers now to insure delivery. 





) 
om\ POWER GUN. IT'S FASTER 
\AND EASIER TO HANDLE 










Prices are favorable. Myers line 
of tree and field sprayers is com- 
plete with models, sizes and ca- 
pacities for every need. 









FOUR WHEELED 
Make the most of the oppor- OR SKID TYPE 


‘ ORCHARD {ff 
tunity to supply growers needs. SPRAYERS ] 
>> 









Canvass your territory. Mail your 





orders NOW! } Minune © he ALL TYPES OF 
= > est FIELD CROP 
sas a es SPRAYERS. 
Be Sure and See The Myers Spraying —— a Vo 


Equipment At These Winter Shows TRACTOR POWERED | 
- 68 ORCHARD SPRAYERS “*& POPULAR SIZES 
po A JAN. 13-16 





HARRISBURG, PA. JAN. 19-23 THE F. E. MYERS G BRO. CO., ASHLAND, OHIO 
TRENTON, NN. Ji cccovesesecsecseresseseecensseeee JAN. 27-30 Manufacturers of Farm Operating Equipment SPRAYERS PUMPS 
KINGSTON, N. Y. a €=—hCS 28-30 WATER SYSTEMS HAY UNLOADING TOOLS O1@10)°) HANGERS 
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HARDWARE AGE Original Window Display IDEAS 















































___|RADIOS| 
PORTABLE MODELS WITH ALL THE 
LATEST FEATURES 
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RADIOS, RECORDS AND ACCESSORIES WINDOW 


Merchandise: Console model radios, table models, portable models, and small 
“extra” radios for the home, home record players, phonograph records, radio tubes 
of all kinds, “A” and “B” batteries, aerials and fittings, phonograph needles. 


Background: Center panel of yellow corrugated board or painted wallboard. 


Side panels of French blue material. 


Cut-out letters of royal blue corrugated board. 


January—Radios, Phonograph 


Records and Laundry Items 


\ , business 


slows down it’s always a good idea 
to stimulate it by giving the cus- 
tomer some incentive to buy. 
Feature these “stimulators” in 
your window displays at this 
time of year. You'll be surprised 
at the results and at the traffic you 
will develop. 

More people listen to radios 
during the winter months than at 
any other time of the year. And 
the fact that we are now at war 
will make the radio essential to 
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every home. Now is the time to 
feature your radios and promote 
them to the fullest possible extent. 
Stress the new gadgets that are so 
convenient, the quality of tone and 
the fact that today, more than 
ever before, there is a need for an 
extra radio in the home. These 
are points in which the customer 
will be interested. 


Phonograph Records 


Phonograph records may be re- 
garded as unusual items for the 
hardware store to carry. Never- 


theless, a number of dealers have 
added this line and have found that 
it produced good results. It’s a 
line that appeals both to young 
and old, is not likely to be af- 
fected by defense requirements 
and is an excellent one to use in 
making prospective customers bet- 
ter acquainted with your store. 
One of the requisites in building 
up this type of business is a place 
where prospective customers can 
play records and pick out the ones 
they fancy. For this purpose, 
there’s nothing better than a 
sound-proof booth. Then, too, 
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On ee ee 
A Combined Catalog 


of over 500 


THE 
MERCHANDISE 
DIRECTORY 
NUMBER 


the “Who Makes It?” issue 
of Hardware Age— 


Is a thorough-going directory 
of all kinds of merchandise 
sold in the hardware trade. It’s 
a directory and more—it is, in 
effect, a Combined Catalog of 
the products of over 560 manu- 
facturers including nearly all 
of the better known concerns 
selling in this field. 


WANQAMA MAGMSSaAse Araya 





When you are looking for a particular product or a 
line of merchandise do as most regular users of the 
Directory Number do—use the Green Index first. 


It will probably lead you at once to the actual catalog 
data of the product or products as presented by one 
or more manufacturers in their “Ad-Catalogs”. 


There is a great and valuable fund of product infor- 
mation at your fingertips in the 365 pages of informa- 
tive advertising published and carefully indexed by 
products in the current issue of your “Who Makes 
It?” issue—by far the largest aggregation of such 
helpful information that is available to the hardware 
trade. Use it. Make it serve you. 


Manufacturers 
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The “Merchandise Direttory Number” as in your 
hands today is the product of many years de- 
velopment. For twenty years—the last ten in the 
form of this special annual issue—this service of 
HARDWARE AGE has been molded and adjusted 


to the needs and convenience of buyers of hardware. 


The “Who Makes It?” issue—both as a Merchan- 
dise Directory and as a Combined Catalog is tailor- 


made for you. 


Make it work for you to the utmost. 





DECEMBER 25, 1941 











HOME LAUNDRY ACCESSORIES WINDOW 


Merchandise: Folding clothes dryers, folding wall clothes dryers, clothes reels, 
ironing boards, ironing board pads, ironing board pad and cover sets, electric irons, 
sad iron sets, gasoline irons, electric cord sets, clothes pins of several types. 


Background: Center panel of yellow corrugated board or painted wallboard. 


Side panels of French blue material. 


you should have a stock contain- 
ing the latest numbers. It doesn’t 
have to be large but it must have 
variety. Real record fans will 
wait any reasonable time for a 
popular piece. 

When you are ready, install a 
window display that will tell the 
entire community that you are in 
the business and are anxious to 
supply the latest and most popular 
numbers. Then see that you do it. 
It’s a line that will keep people 
coming back to your store time 
and again. 


Capitalize on 

the Weather 
Getting the family washing and 
ironing done on schedule fre- 
quently is a problem during the 
winter months, because of wet and 
snowy days. Use this fact to 
build more business on indoor 
clothes dryers and related items. 
The accompanying home laun- 
dry window shows housewives 
equipment which should make 
them independent of weather con- 
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ditions where the laundry is con- 
cerned, This is a suggestion which 
they should appreciate. Nothing 
disrupts the regular activities of 
the home as much as a wet day for 
it means that the work of ironing 
must be postponed unless clothes 
drying equipment is available. 
Try this idea im the display. 
Hang several items of clothing on 
a large folding dryer in the center 











PURCHASING POWER 
OF THE AVERAGE WEEKLY WAGE 
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Cut-out letters of royal blue corrugated board. 


of the trim. Place an electric fan 
behind them in order to circulate 
the air. This will cause the gar- 
ments to move with the breeze 
which suggests a way of drying 
clothes quickly as well as serving 
to catch the attention of passersby. 
In addition, show a few clean, 
nicely ironed garments on the wall 
dryers to demonstrate that these 
can be used for both laundry and 
ironing. 

Laundry items are used practi- 
cally every week in the year and. 
naturally, this merchandise must 
be replaced from time to time. It’s 
a line in which some housewives 
will be interested whenever they 
see it in the windows. 


Attention-Getters 


Be sure to include in your dis- 
play one or two items that will 
bring immediate customer reaction. 
Select something that is in general 
use and something which sells for 
not_more than a dollar. Make it 
wotth while for shoppers to come 
in and look over your store. 
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There are no priorities on doing business 
the right way. In material things — like 
PRO-TEX Pads and Chrome Stove Pipe, 
for instance—we are faced with shortages 
and allocations and rising costs. But there 
are no restrictions on our ideals of quality 
and service. 


We believe wholeheartedly that our Na- 
tion must devote its energies to protecting 
itself against the storm clouds that loom up 
threateningly across the Atlantic and the 


Pacific. 





S NO PRIORITIES? 


fort, we have madz no loud complaint 
about our inability to get vital materials for 
the non-defense products which we manu- 
facture. Instead we have resolutely deter- 
mined to do our best, day after day and 
month after month, to maintain the high 
quality of PRO-TEX Pads and Chrome 
Stove Pipe and to jake care of our cus- 
tomers in the best way possible. 

We want you to understand our feelings 
in th‘s difficult situation. We want you to 
know what we are doing about it. What- 


ever can be done in the matter of deliveries 
Cooperating sincerely in this great ef- on our products, will be done. 


wy a i 
BALLONOFF METAL PRODUCTS CO. 


PRO-TEX STOVE-TOP PADS e CLEVELAND, OHIO e 










CHROME STOVE PIPE 





FLOORS AND 
FLOOR COVERINGS 













BALL BEARING 


CASTERS 


THESE casters PROTECT floors and floor cover- 
ings—no scratches on floor, rugs or carpets. 
‘‘@eme’’ Casters are ball bearing casters and move 
smoothly and easily in any direction and—they sell 
as easily as they move. Let “‘Aeme’’ step up your 
caster sales and profits. Every customer is a logi- 
cal prospect for ‘‘Acme’’ Ball Bearing Casters. 


THESE CASTERS 
HAVE A BALL THAT 
ROLLS ON BALLS 


THE SCHATZ MANUFACTURING CO. 
POUGHKEEPSIE, N. Y. 


Detroit Office: 2640 Book Tower @ Chicago Office: 902 S. Wabash Ave. 
Cleveland Office: 402 Swetiand Building 
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Make a Date 


and visit the largest concen- 
tration of both housewares and 
appliance exhibits of the year 
at The Palmer House--Merchandise 
Mart--and American Furniture Mart 








Jan. 4-9 
Housewares and Major 
Appliance Show, spon- 
sored by the House 
wares Manufacturers’ 
Association, Inc., at The 

Palmer House. 


Jan. 5-17 


International Home 

Furnishings Market 

at the Merchandise 
Mart. 


Jan. 5-17 


Winter National Home 

Furnishings and Appli- 

ance Market at The 

American Furniture 
Mart. 


i stage is set for 


the annual January presentation 
of “What’s New?” in home fur- 
nishings and appliances—the mer- 
chandise that will register 1942’s 
profits for the hardware dealer. 

A visit to the three Chicago 
shows by hardware buyers, is per- 
haps this year most important, 
since restricted supplies of metals 
and other materials used in many 
hardware store items can be ex- 
pected to bring about new develop- 
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The Palmer House 


ments in their manufacture. Sub- 
stitute materials that are entirely 
satisfactory may well be the new 
selling point of much of last year’s 
merchandise. 

New lines, to replace those no 
longer available because of pro- 
duction stoppage, can be uncov- 
ered by the alert buyer. This can 
make up for expected losses in 
volume. 

The long list of manufacturers 
exhibiting at the Hotisewares and 
Major Appliance Show at The 
Palmer House under the auspices 
of The Housewares Manufactur- 


ers’ Association indicates that the 
show will be one of the largest 
and best attended that the indus- 
try has ever held. It is expected 
that matters relative to future 
trade relations as well as_ the 
urgent matters of deliveries and 
priorities will come up for discus- 
sion. 

This show is being held concur- 
rently with the furniture, floor 
coverings and curtain and drapery 
shows in Chicago, and thus will 
afford an excellent opportunity for 
those dealers who wish to substi- 
tute in those fields for “outs” in 





The Merchandise Mart 
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The American 
Furniture Mart 


major appliances and housewares. 

At the International Home Fur- 
nishings Market in The Merchan- 
dise Mart will be an array of al- 
most 2000 exhibitors who have 
redesigned merchandise, adapted 
new materials, and revamped fac- 
tory methods. Their products will 
include housewares and appli- 
ances, china, glassware and _pot- 
tery, curtains and draperies, floor 
coverings, furniture, gift and art 
ware, lamps, and shades, toys, 
games, and wheel goods. 

The American Furniture Mart 
will have a larger than usual appli- 
ance show with many of the indus- 





tries’ leaders represented. No gov- 
ernment freezing of price or de- 
sign will affect the wood furniture 
industry between now and _ the 
winter market, which opens at the 
Mart, Jan. 5. And thus a profit- 
able visit may be made there. 

Present plans for all three shows 
promise an array of merchandise 
and merchandising ideas from 
which wholesale hardware buyers 
of housewares, housefurnishings, 
and major appliances, can draw 
new life for threatened stocks of 
hardware dealers. It will enable 
the dealer to keep selling Mrs. 
America. 








NEW! 


@ NAMEL FOR ENAMEL SURFACES 
@ TAKE OFF REMOVES OLD WAX 
@ GLASS CLEANER DOES A PERFECT JOB 








With the same 
HIGH 


Windsor 


QUALITY 














and 
FULL PROFIT 
FOR YOU! 








ESTABLISHED 192! 





And while you're there visit —_ 4 dD 

the HARDWARE AGE ex- ‘ — indsor 

hibit, Room 951, The Palmer 

House, Chicago. Our repre- m1 he @ Goa) WAX CO. iwc. 

sentatives will be on hand to a” 611 NEWARK ST. 
greet you. HOBOKEN, N. J. 
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READ IT IN HARDWARE AG! 
? * 
News of Retailers, Jobbers, 
and Manufacturers and 
Salesmen 
HARDWARE AGE FOR DECI 
assemblies. It was added that 
L | the industry is expected to re- k 
ceive additional contracts as the 
war production § schedule _ is 
FOR COOKING APPLIANCES «~~ 
. | 
RESALE STEEL PRICES 
CUT AVERAGES 35 PER CENT FROZEN AT APRIL 16 
, . ‘ ‘ , LEVE 
Bright work, bright finish, metal finish | Inventories of raw materials, — ie 
or trimmer containing copper, nickel, | semi-processed materials or fin- | nhe Sittee of Files Aenaiiee | 
chrome, or aluminum; iron or steel |ieshed parts are restricted to | tion has taken a beng. engeated chi 
for cover tops or lids, eliminated minimum requirements. step in freezing resale prices of yan 
. ‘ Manufacturers cannot shift pro- | steel at levels prevailing April 16, an 
(Washington Bureau | Other important features of the duction between different fuel — The ender, effective wee. iss 
of aaa Aan Be oa F types, except by appeal to the | 15, affects all distributors, deal- wes 
order are: . . H _“ ; . 
Use of ieen and ctecl te the| Silcctive Dec. 1%. as manclec OPM. — ers and jobbers covering plumb ou 
facture of fide 7 , ‘ : The order does not affect insti- | ing supplies, warehouses, hard- to 
manutacture of a wide variety of | turer is permitted to use iron or ‘ ‘ ‘ . H 
eheunn. muinitnin aid : erie tutional and commercial cooking | wate jobbers and dealers, indus- th 
ves, ranges and other domestic | steel to produce cover tops or li trial supply fi 1 oil field r 
cooking appliances will be cur- | lide to cover cocking surfaces of appliances and does not cover re- ria ag .. rms bon er el al 
tailed sharply beginning Jan. i | cooking appliances equipped with pair and replacement parts. suppliers. very stee seller is ; 
wl ip won ; i sida In a letter accompanying the | required to maintain records of ‘ 
under an order issued on Dec. 13} tops or lids containing these . : Se; 
by Donald M. Nelson, OPM Di-| material order, manufacturers were urged | sales, inventories and orders for pu 
sector of Priceities. The order B ae Feb. 1 f to reduce the number of models | inspection of the OPA. Sellers Au 
calls for an average cut of 35 per | eginning Feb. 1, ne manutac- produced, concentrate on those whose annual gross sales exceed sins 
cent during the period from Jan seer lager apes bright work, | making the most economical use | $50,000 annually are required to po 
5 tn Agel OD hhahowr the-seaatie — — metal finish if of iron and steel, and adopt con- | file prices in effect on April 16. ve 
: ) ri . . y 7, > "ke s - — a» . 
average of iron and steel used in arias eho | ws es ring erterves er ~y - = 19. 
the 12 months ended June 3.)  SUmsum in produc: | stitution, redesign and respecii- 
Ole Miteeie, mien - Ja L ing the appliances. cation. EXTRA PD-73 ELBGHATED | 
, ow and Jan. 1, ON EXPORT SALES an 
use of these critical materials iti = 
will be frozen at the level of An additional copy of Form Di 
average daily use during the 12- PD-73, previously required on " 
month bse peri WASHERS-IRONERS CUT ov. nave ns’y r 
. filed in such instances with the : 
Producers affected by the order, i pet 
: pode Office of Production Manage- 
numbering about 200, used ap- ae 3 pa 
sn ie é ment, the Priorities Director an- 
proximately 500,000 tons of iron 1 N 28. The Offi f o 
and steel in the year ended June | pe tect ape eae Ju 
30, 1941. The initial curtailment | ee ee ee i 
ig de alte ; rede (Washington Bureau F Five- Febru- | receiving the additional copy, no thi 
is designed to result in savings of HARDWARE AGE) months ary | . ~~ 4 . sal 
t al * ; P : ; | longer requires it, it was an- ; 
of about 58,000 tons in the first Cuts ordered on Dec. 12 by | Class = — | - 
quarter of 1942. Curtailment is| pyre Division of Civilian Sup-| sales of over 12 =o we 
based on size of firms, so that oa 4 he | 000 units) ...... 20% 40% 
ply in the February, 1942, pro-| B (5,000 to 12,000 | 
many smaller manufacturers lo- duction of domestic washing | units) ...... re. 16% 35% HEADS N. Y. SALES tie 
ated i ittle s . s : . ; ; 5 "5,000 | 
cated in little southe mm town | machines and ironers more than | © n= a > 120 5¢ CARNEGIE-ILLINOIS pri 
where no defense work is obtain- : . F i Gk dine 2: 200 ‘ =" > : i 
. . | double those provided in the | D (less than 1,200 F. Royal Gammon has been Is 
able will not be faced with too| ) cent curtail am. The | "Mits) «+--+ None 5% | pees: é - 
putes “a Chee “Gaalenneent present curtailment program. wd ee appointed manager of sales of ae 
ane a cuts will range from 40 per cent The original order was an- | the New York district sales office. - 
pene we ss for the largest manufacturers to | nounced Oct. 29, but was retro- | Carnegie-Illinois Steel Corp. Mr. | 
“ 4 pliances covere 7 5 > * > « 2 active f. . 2 e bd 2.2 9 
a Pi a gpa ‘ 5 per cent for the smallest man- active to Aug. l. It came at a | Gammon joined the company’s est 
Pacer fica é ~ ypes ufacturers below monthly aver- | time of very high production for | selling force in 1936 and in 1938 and 
ae gta pa —_ nieve poe — ge the year | nase Preece ee As a result, | was made manager of sales in fo 
é 8, d et | ended June 30. 1e range un- | hardships resulted in some cases. | (] + siti a 30. 
stoves, and fuel oil conversion | der the original order, covering |In order to relieve this situa anareae ig oinarnnatacaalga 
ieee agers r g ’ & |" 8 § - | linquished to become manager of at 
age Ses ea . using gas, elec- | the five months from Aug. 1 to | tion, the amended order changes | cales in New York. of 
ape coal and wood, kesosene, | Dec. 31, was from 20 per cent |the initial curtailment period | fir 
fuel oil or gasoline, or any com-| for the largest manufacturers | from Aug. 1-Dec. 31 to Sept. 1- | eithe fis 
oye of coal and wood or fuel | to no cut for the smallest. | Jan. 31. EASTERN MANAGER 19. 
ie — gas or electricity. Four classes of manufacturers The Division said that the do- FOR BUDA CO. ag 
Government purchases of cook- | were established. The February | mestic laundry equipment indus- Ralph R. Hayes has been ap- ing 
ing appliances obtained on a com- | curtailment for each, compared | try is engaged in a substantial | pointed eastern district sales 30. 
petitive bidding basis for defense | with the initial cut, is as fol- | amount of war work and is ca- | manager for The Buda Co., Har- wil 
housing are excluded from the | lows (based on average monthly | pable of producing 17 different | vey, Ill. He will make his head- wh 
quota, as are lend-lease and cer-| sales for the 12 months ended | items ranging from anti-aircraft | quarters at the company’s New for 
tain other defense purchases. June 30): ' machine gun mounts to bomb fin | York City office, 253 W. 64th St. me 
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[RE AGE WHILE IT’S NEWS 

FOR DECEMBER 25, 1941 

“4 their production cut 52 per cent | HOTPOINT EXECUTIVE ON 

e- REFRIGERATORS CUT 30 during January and February. LAUNDRY COMMITTEE 

he Class B firms, whose average} 1 £ Warren, manager of the 

- sales ranged from 5000 to 16,000 | Hotpoint home laundry sales di- 

TO 52 PER CENT FOR units, will be cut 40 per cent, vision, has accepted an appoint- 
and Class C companies, whose 
average was less than 5000 units, | 
JANUARY FEBRUARY will be reduced by 30 per cent. | 
9 The rate of curtailment from 

a- Production of domestic me- | period is designed to afford re- Aug. 1 to Dee. n aig Clase a, 

‘d chanical refrigerators will be | lief for companies who e sales 45 per regeely Class B, 37 os 

of further curtailed during January | during the 12 months ended June | cent, and Class C, 29 per com. 

6. and February under an order | 30, 1941, were adversely affected | A system also = established 

ea issued Dec. 4 by Priorities Di- | by unusual production difficulties. under the extension to permit 

I. rector Nelson. Cuts during the | Under the extension of the companies to borrow from their 

b- two months will range from 30 program, Class A companies | January and February quotas in 

d- to 52 per cent, depending upon | whose average monthly sales dur- | order to keep operating at a 

S- the size of the companies in- | ing the selected base period were | fairly high level during the re- 

id volved. 16,000 units or more will have | mainder of this year. 

r The original limitation issued : 

oe Sept. 30 called for reduced out- 

put for the five months from 

d Aug. 1 through Dec. 31, rang- INSECTICIDE MAKERS 

* ing from 29 ge a cent age | 
average monthly tactory sales in 7 

. the 12 months ended June 30, GET A 10 RATING. pierce 
1941. - 

D It was stated in the Sept. 30 ~~ 2h : |ment to the Laundry Equipment 
announcement that the curtail- ee ae a priority rating of A-10 will then | Industry Advisory Panel, _ or- 
ment program drafted by the | F ae be assigned by the Director of ganized by Leon Henderson, Ad- 

2 Division of Civilian Supply con- Manufacturers of insecticides, | Priorities for specified quantities ministrator, Office of Price Ad- 

. templated production of 2,007,- | germicides and fungicides are | of materials to be obtained dur-| ministration. Mr. Warren and 

a 000 units in the 12 months -be- granted prneny aoneance oe ob- | ing a three-month period by each other members of the industry, 

S ginning Avg. 1, 1941, as com- | petinnd eel materials by Pref- | individual manufacturer. appointed by Mr. Henderson, 

; pared with 3,670,000 units pro- | “ence Rating Order P-87, issued | Insecticides, germicides and | wil] meet with O. P. A. in Wash- 

duced in the 12 months ended | °". Dec. 12 by the Division of | fungicides are defined in the ington as occasion arises, to ad- 

“ June 30, 1941. In order to reach a : . order as chemicals or mixtures | yise on price rulings formulated 
this production level, it is neces- partment of Agriculture | of chemicals to be used for the by O. P. A. and affecting do- 

0 one ta inemees G5 tees ok has reported that farmers, dairy- following purposes, provided they | mestic washing machines. iron- 

r tailment in the first two months | " and others —. finding it} are in connection with the pro- | ers, ete, 
of 1942. emer or — to = duction of food: 

cok _ | an adequate supply of germicides, i : ipping, sting | 
_As the result of certain inequl- | insecticides ‘oll tesahatiies The «enue iguaet meee 
ties arising from the original | order gives priority assistance to | seeds, tubers and bulbs, growing | REPRESENTS WORK 
——- the base period rea manufacturers of such materials plants, stored products snd build- | GLOVE FIRM 

n is revised under the extension | jn order to provide adequate | ings for the purpose of control-| G. Edward Reinert has become 

f eo thet seStgay h “yhianel choose be- quantities to prevent deteriora- | jing destructive insects, fungi and | associated with the Wells-Lamont- 

>, tween two periods. | tion or diminution of the Nation’s | hacteria. Smith Corp., 1791 Howard St. 

r. The first is identical to that | food and seed supply. Priority} 2, Disinfecting soil, farm build- | manufacturer of work gloves. 

‘a established in the original order | assistance under the order may ings, dairy implements and ma- | with headquarters at 7472 Del- 

g -average monthly factory sales | be obtained by 70 specified manu- chinery, cattle end poultry cars. ! mar Blvd., St. Louis, Mo. 

. for the 12 months ended June | facturers who have been so noti- : ‘ 

q 30, 1941. The second is arrived | fied. Other manufacturers may 

f at in this manner: the average | be added to the list from time . 
of the percentage of a single | to time. . P-33 Farm Machinery, Equipment Extended 
firm’s sales during each of the Before becoming eligible for 
fiscal years ended June 30, 1939, | priority assistance under the Rating Changed From B-] to A-8 
1940, and 1941, will be applied | terms of the order, a manufactur- : 
against total industry sales dur- | er must execute an acceptance of Preference Rating Order No.| changing the preference rating 

* ing the 12 months ended June | the order and furnish certain in-| P-33 applying to farm machinery thereby assigned from B-1 to 

s 30, 1941. The resultant figure | formation to the Priorities Di-| and equipment, issued on Aug. A-8: and will continue in effect 

. will furnish the sales base on | vision on Form PD-82, including | 20, 1941, and extended Oct. 31, I h Feb. 14, 1942. unless 

. which curtailment is calculated | his estimated materials require- | 1941, has again been amended iain eign s 

y for companies choosing _ this | ments for the calendar quarter | with respect to each producer to | 500M€T revoked hy the Director of 

4 method. This alternative base | beginning Jan. 1, 1942. Use of! whom it has been issued by | Priorities. 
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You can satisfy every customer 
now, with these two types of 
Greenlee Spiral Screw Drivers. 
There’s the popular Enclosed 
Spiral Screw Driver designed 
to keep dirt and grit out, to 
prevent pinching of the fingers, 
to permit more thorough lubri- 
cation, and to permit a full 















grip with the guiding hand. Or 
there’s the new Greenlee Open 
Spiral Screw Driver for those 
who prefer a high-quality tool 
with the conventional open 
spiral. Write today for more 
information about these fast- 
sellin Screw Drivers and other 
Greenlee Tools for the Wood- 
worker, Electrician, and Plum- 
ber . .. learn how these tools 
can mean extra sales for you. 


Greenlee Tool Go. 


1715 Columbia Avenue 
ROCKFORD, ILLINOIS, U.S.A. 





















Flashlights, Batteries 
Frozen At Dec. Levels 


(Washington Bureau 
of HARDWARE AGE) 

The first war emergency sched- 
ule issued by Price Administrator 
Leon Henderson fixed ceiling 
prices for flashlights and their 
bulbs and batteries, which were 
classified as “must” items in the 
coastal areas threatened with air 
raids. 

The schedule was drafted on 
Dec. 9, “in record time” at the 
request of the Office of Civilian 
Defense and effective Dec. 10, it 
forbade manufacturers, whole- 











| salers, jobbers or retailers to sell 
flashlights, bulbs, or batteries at 
prices above the highest prices 
quoted by them during the two 
months ended Dec. 1, 1941. 


Retailers were requested to post 


their prices prominently in their 
establishments. All citizens were 
| urged “to be alert for signs of 


profiteering and to report obvious 


cases to their local civilian de- 


fense authorities or directly to 


the Office of Price Administra- 
tion.” 





Consumers Not Required To Furnish 
Preference Rating Certificates 


(Washington Bureau 
of HARDWARE AGP) 


OPM Dee. 12 declared that dis- 
tributors, principally those who 
handie metal products, farm ma- 
chinery and hand tools should 
stop telling their customers that 
they cannot sell to them unless 
their orders are accompanied by 
preference rating certificates. The 
Priorities Division pointed out 
that retail consumers cannot and 
must not be expected to produce 
preference rating certificates when 
placing normal orders for finished 
goods. 





Since manufacturers of impor- 


| tant civilian items such as farm 


machinery and spare parts for 
privatelyowned automobiles have 
been given priority assistance, re- 
tailers should be able to look to 
normal trade channels for re- 
placement, OPM said. 

The new orders to be issued, 
P99 and 100, are patterned after 
the Production Requirements 
Plan (see page 17), and affect 
maintenance and repairs, and the 
keeping up of inventory levels. 
An A-9. or A-8, rating is expected 
to be applied. 














50 YEARS A HARDWARE MAN: In recognition of his 50 
years in the hardware business, Samuel B. Smith (at left), 
secretary of The Steinman Hdwe. Co., Lancaster, Pa., was 
feted at a testimonial dinner at the Hamilton Club. Fifty 
hardware men were present to honor Mr. Smith. An en- 
graved silver pitcher was the gift of two local hardware 
firms; Charles J. Heale, editor of HARDWARE AGE, pre- 
sented a framed certificate of membership in the HARD- 
WARE AGE Fifty-Year Club, and George A Fernley, secre- 
tary, National Wholesale Hardware Association, and Max- 
well Krause, president of the Pennsylvania Wholesale Hard- 
ware Association, of which Mr. Smith is the secretary, spoke. 
Adam Z. Moore (at right), president of the Steinman com- 
pany, presided as toastmaster. 
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Priorities Guide Revisions 


The following revisions are to be made to the HARDWARE ACE 
Priorities Guide published in the Dec. 11 issue on pages 27 to 32 


inclusive. 


Under “P Orders” page 29 add: 
P-87—Scarce material for insecticide, germicide and fungicide 
production (12-13). Related form: PD-82. 


Under “L Orders” page 31 add: 
L-5-a—Mechanical refrigerator production schedule for Janu- 


ary and February, 1942 (12-4). 


L-6-a—February ironer and washing machine quotas (12-12). 
L-23—Curtails production of stoves, ranges, other domestic 
cooking appliances (12-13). Related forms: PD-192 and PD-203. 


Under “Ratings Given Defense Items” page 32, add: 


Farm machinery and equipment, P-32, is listed as assigning 
a rating of A-l-b. This is incorrect. It should be A-10. Rating 
for material for construction, P-33, has been changed frem B-1l 


to A-8. 


Under “OPA Price Schedules,” page 30, add: 


No. 48—Flashlights, batteries and bulbs (12-10). 
No. 49—Warehouse prices of iron and steel. Order covers all 


distributors, jobbers, dealers, etc. 


(12-16). 


Shellac and natural resin prices. 


Reprint copies of the HARpwarE AGE Priorities Guide, including 
latest additions, will be supplied on request at 10 cents per copy 
in stamps or coin. Write to HARDWARE AGE, Editorial Department, 


100 E. 42nd St., New York City. 





OPM Fo rmsand Orders T! hatMa layBeRep roduced 


OPM has issued the following 
announcement describing what 
priority orders and forms may be 
reproduced. It is stressed that 
forms and orders may be repro- 
duced only in accordance with 
the following instructions: 

Any application form, includ- 
ing form PD-1l, may be repro- 
duced. 

Any report form, including in- 
ventory report forms, may be 
reproduced. 

Any “M” order, “L” order, or 
“E” order may be reproduced. 

As to “P” orders, two rules are 
to be followed: 

(1) If the order is issued to 
a general class of persons, and 
does not name any individual as 
the recipient of the order (as is 
the case in P-22, the maintenance 
and repair order) the order may 
be freely reproduced in the same 
manner as “M” orders. 

(2) If the “P” order has been 
issued for the use of specifically 
named firms or individuals, it 
may be reproduced for use either 
by the individual producer or by 
his suppliers who are entitled to 
use the order, by the photo-offset 
or similar photographic process. 
Such copies must be identical in 
size and every other respect with 
the order as issued by OPM. 
Blank forms of “P” orders may 
be reproduced for informational 
purposes only when they are 
stamped “Specimen” or “Sample.” 
so as to make it clear that the 
copy is for information only and 
not for use. 





to permit reproduction of forms 
and orders for (1) informational 
purposes, of (2) for purposes of 
applying for priority assistance or 
(3) furnishing information to the 
OPM—bui also to prevent repro- 
duction of form and orders which 
might lend themselves to im- 
proper use. 

Whenever any form required by 
the OPM is reproduced, for what- 
ever purpose, it must be repro- 
duced in the exact format, lan- 
guage, color, type, size, and 
phraseology of the original. 


KEYSTONERS WIN 
BOWLING MATCH 


The Keystoners, a club of 
traveling representatives in Penn- 
sylvania, were victors in a match 
with the Philadelphia Purchasing 
Agents Wednesday night, Dec. 
3 at the Hudson Bowling Alleys, 
Philadelphia. The Keystoners 
team, picked at random, ccnsist- 
ed of Joseph DeJure, The Charles 
Parker Co., Meriden, Conn.; 
Marty Haydem, Star Expansion 
Bolt Co., New York City; Bob 
Brown, Union Twist Drill Co., 
Athol, Mass.; Mike Jackson, 
Behr-Manning Corp., Troy, N. Y., 
and Bob Trimble, Abrasive Co., 
Philadelphia, Pa. 





PURCHASES INTEREST 


W. M. Saxton, partner in the 
Saxton - Gardner Hardware Co., 
Yazoo, Miss., has purchased the 
interest of Mrs. A. S. Gardner in 


The purpose of these rules is! the firm. 
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WHEN IT COMES TO 
SELLING MORE 
ROLLER SKATES 


Hardware’”’. 


CASH IN ON 
REPLACEMENT 
WHEEL SALES 


Realize extra profits from 
roller skaters by featuring 
this convenient, attractive 
red, white and blue counter 
display containing twenty- 
four genuine Union Hard- 
| ware double ball-bearing 
wheels. 





| NEW YORK OFFICE 
! 


IS|I CHAMBERS 










Customers don’t have to think 
twice when you show them skates branded “Union 
Quick as a flash, this popular name lets buy- 
ers know these are the dependable skates for long-service 
life and maximum skating enjoyment. 


Because of the successful experience of millions of users 
over a three-quarter century span, 
become so firmly identified with quality that mention of 
the name alone goes far toward making sales. Cash in on 
the profit-making power of this highly regarded name by 
keeping an adequate stock of Union Hardware Roller 
Skates on hand all the time. Your jobber can supply you. 


“Union Hardware” has 
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“PROVE YOURSELF—With Better Nairn Linoleum Accounts in 1942" was the theme 
of one of the special sections of Congoleum-Nairn’s 1942 national sales conference at- 
tended by 175 members of the company’s sales force. 


Congoleum-Nairn’s Plans For 1942 
Discussed At Sales Conference 


The entire selling force of 
Congoleum-Nairn, Inc., 175 in all, 
met at the company’s general 
offices in Kearny, N. J., Monday, 
December 8, for the opening ses- 
sion of a five-day national sales 
conference. H. L. Vennell, general 
branch manager, presided over 
the first day meeting which was 
addressed by A. W. Hawkes, 
Congoleum-Nairn president. L. R. 
Waters, vice-president in charge 
of sales, sounded the keynote of 
conference and 1942 sales en- 
deavor, “Prove Yourself — the 
Man for the Job in 1942.” 

Monday afternoon was devoted 
to the introduction of new pat- 
terns being added to the lines of 
Nairn Linoleum and Gold Seal 
Congoleum for 1942. In his re- 
marks William Clark, chief de- 
signer, said: “By applying the 
principles of color correlation 
we are able to select colors for 
your merchandise which are in 


the same ‘color family’ as acces- | 





sories and home furnishings cur- | 


rently in vogue. We worked on 
it from two angles. First we 
shopped the stores and contacted 


the manufacturers and stylists to | 


determine the popular selling 
colors. Then we grouped all our 
patterns into color families or 
hues and compared these groups 
with the colors of accessories and 
home furnishings. We found that 
we needed twelve basic hues or 
color families to give the cus- 
tomer a comprehensive range of 
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colors from which to select for 
proper correlation with the colors 
uf preferred home furnishings. 
And now in 1942, twelve hues 
or color families have become 
the basis for all our color selec- 
tion because they are the twelve 
color families that cover all of 
the currently popular color ef- 
fects in homewares and house 
furnishings. 

The general meetings of the 
conference Tuesday, Wednesday 


NEW WESTINGHOUSE 
VICE-PRESIDENT 
Election of T. I. Phillips as a 
vice-president of the Westing- 





T. Il. PHILLIPS 








| and Thursday of the week, con- 
| sisted of classroom sessions pre- 


sided over by various executives 
and department heads. 

To climax the five-day pro- 
gram, the premiere of Congoleum- 
Nairn’s new technicolor motion 
picture, “New Lives for Old,” 
was held on Friday with the con- 
ferees and general office force in 
attendance. Depicting the beauty 
and functional characteristics and 
properties of Nairn Linoleum in 
everyday use this technicolor pro- 
duction will be an important 
factor in the company’s 1942 
merchandising plans. 








house Electric and Mfg. Co., was 
announced after a recent board 
meeting by A. W. Robertson, 
chairman. Mr. Phillips started 
with the company as a tool 
maker in 1915 and has been as- 
sistant to the president of the 
company since Feb. 14 of this 
year. 

ATKINS’ “3R’s” 

FOR EMPLOYEES 


E. C. Atkins & Co., Indianap- 
olis, Ind., has issued a booklet 
for distribution to employees and 
particularly to new employees, 
entitled “3 R’s—Read, Remem- 





ber, Resolve.” This booklet con- | 


cisely enumerates fundamental 
rules regarding safety, cleanli- 
ness, and work efficiency. The 
spirit of the booklet is one to 
engender cooperation between 
employees and management. 


NEW OFFICERS ELECTED 
FOR AMERICAN HDWE. 
AND EQUIPMENT CO. 


At a recent board of directors’ 
meeting the following officers 
were elected for the American 
Hardware and Equipment Co., 
wholesale hardware and con- 
tractors’ supplies firm of Char- 
lotte, N. C.: president and trea- 
surer, L. D. Nuchols; vice-presi- 
dent and assistant treasurer, C. 
H. Clark; second vice-president, 


T. B. McGimpsey, and secretary, 


R. B. Neely. 

Mr. Nuchols is also director 
of sales and general manager for 
the company; Mr. Clark is di- 
rector of purchases; Mr. Mc- 
Gimpsey, manager of warehouses, 
and Mr. Neely is in charge of 
the office and collections. 

Mr. Nuchols, the new presi- 
dent, became associated with the 
company in October, 1940. He 
began his business career in 
1921 as a traveling representa- 
tive in three of the southern 
states for an explosives manufac- 
turer. After several changes to 
various companies in the explo- 
sives industry, Mr. Nuchols be- 
came southern sales manager for 
one of the companies and even- 
tually formed a company of 
which he was president. 


KING HEADS ROEBLING’S 
CLEVELAND BRANCH 


Eugene King, former assistant 
manager has been named man- 
ager of the Cleveland branch of 
John A. Roebling’s Sons Co., 
Trenton, N. J., replacing Ray- 
mond R. Newell who has retired. 
Mr. King was first employed by 
the Roebling company in 1917 
and in 1926 became salesman in 
charge of the Detroit area. He 
was appointed assistant manager 
of the Cleveland branch in 1941. 





MOTION PICTURE FOR 
HOTPOINT DEALERS 


The Edison General Electric 
Appliance Co., 5600 W. Taylor 
St., Chicago, IIl., has announced 
a new motion picture, “Sauce for 
the Gander” to be previewed at 
a series of meetings sponsored 
by local Hotpoint wholesale dis- 
tributors during January. Prints 
for public showings will be made 
available to Hotpoint retailers 
following the previews. 

This new picture is a seven- 
reel comedy, 70 minutes in 
length. Combined with it to pro- 
vide a “double-feature” program 
is the dramatic Hotpoint docu- 
mentary film, “And the Pursuit 
of Happiness.” Together the pic- 
tures make a well-balanced, 90- 
minute entertainment program. 
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> Gibson Convention Stresses Quality EQUIPPED FOR 
Selling And Redaction Of Models 
rs The 1942 line of the Gibson | suggested list prices are as fol- ANY EMERG EN CY 
ers Electric Refrigerator Corp., | lows: No. F-662, $174.95; No. F- 
“an Greenville, Mich., consisting of | 682, $199.95; No. F-782, $219.95, 
a five instead of last year’s eight | and No. SF-792, $259.92. It was * 
on- models, was presented at a two- | said that the Gibson policy con- with 
ar- day national distributors’ conven- | sidered that the low priced lead- 
es: tion in the Pantlind Hotel, Grand | er, as it has for the past few 
sai- Rapids, Mich.. Nov. 24-25. With | years been featured throughout 
C. production curtailed for 1942, its | the industry, is not essential to 
nt, advice to dealers was to empha-| this year’s merchandising pro- 
ry, size sales in the higher income | gram because volume cannot be 
consumer groups in order to pre-| the prime objective under the 
— serve dollar volume. It was also | curtailment program. 
fee emphasized that the company did It was the opinion of F. E. Bas- 
di- not favor nor had it effected the | ler, Vice-President in Charge of 
Re, establishment of higher prices | Sales, that the temporary cessa- 
ite from inflating the prices of the | tien of buying noted throughout 
a lower models in the line. In- | the industry would be short lived 
stead, distributors and dealers | now that OPA is releasing prices 
ot, were encouraged to feature re-| to the various manufacturers. 
ion frigerators of higher quality The Gibson electric range line 
He which performed extra services | which consists of three instead of 
in for the users and thereby justified | four models as of last year, was 
“7 higher prices. presented at the opening session 
ie It was announced that although by E. S. Nobles, range specialist. 
“a two of the five models had been | The suggested list prices of the 
a. in warehouse for the past several | models are as follows: No. ER- 
re weeks, the company had decided | 392-SV, $119.95; No. ER-392,RV, 
be- to postpone shipments and pres- | $189.95, and No. ER-392-TV, 
rw entation of the line to the dis- | $249.95. 
om tributors until price approval had John L. Stephens, sales pro- 
of been secured from OPA. This} motion manager, said returns 
approval was secured. from a survey conducted among 
The equivalent of Model No. | 3000 dealers indicated that the 
C-631 of last year is eliminated | most beneficial services that 
F from the line this year, and the | manufacturers could render the 
’S 1942 starts with the equivalent of | dealer trade would be a reduction 
the second model of last year,|in the number of models, and 
ant and is the No. CU-632 with a| greater selectivity exercised by 
an- suggested list price of $139.95. | distributors in appointing dealers 
of The other four models, with their ' for the coming season. 
‘0. 
ay- 
ed. 
by 
17 
in * 
He 
yer : 
41. ‘a itn, 
E | Mi 
“Since 1857” Qi 4 \s 
ric OU will find Klein Pliers in the hand 
lor of the man on the stick—in the service 
ed of electricians and good workmen every- 
for where. The universal preference for these 
= high-grade tools by men who know is a 
“a good testimonial of their quality. It’s also 
nts a tribute to your judgment when you sell 
ide Upper left corner: E. S. Nobles (right), Gibson range spe- | Your copy of the best in pliers—KLEINS. 
prs cialist, assisted by E F. Edsall, divisional sales manager, shows ee. 
new porcelained “Kookall deep cooker; upper right: Louis | wil/ be sent on DISTRIBUTED THROUGH JOBBERS 
>n- W. Hamper (left), executive vice-president, and F. E. Basler | "°4*¢*- Foreign Distributor: 
in (right), vice-president in charge of sales, discuss convention International Standard Electric Corp., New York 
= results; lower left corner: John L. Stephens, sales promotion 
ne ra ig Aptis bag ag 3 ” le tee nag ome 
ower right are W. H. Mixter, H. R. Basford Co., San Fran- 7 
- cisco; Charles J. Gibson, president, Gibson Electric Refriger- WETTER eet Sons 
ie. ator Corp.; Albert Gibson; J. T. Templeton, H. R. Basford 
0. Co.; S. E. Sweet, special representative, Belding-Hall division “ged : o 
; of Gibson; Jerry Klintworth, Gibson service department. 
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Henderson Requests Natural Resins 


Shellac Be Held At Dec. 5 Levels 


(Washington Bureau 

of HaRDWARE AGE) 
Action to prevent further ad- 
vances in the prices of natural 
resins and shellac, two more com- 
modities directly affected by war 
in the Pacific, was taken on Dec. 
13 by Price Administrator Leon 
Henderson in the form of tele- 
grams asking importers and 
others handling either or both 
products not to raise prices above 


the levels of Dec. 5. This move 


30 ATTEND BUILDERS’ 
HDWE. CLUB MEETING 


The second meeting of the 
newly organized Builders’ Hard- 
ware Club of Philadelphia, held 
Dec. 5, at McCallisters, Philadel- 
phia, Pa., attracted 30 members. 
In addition five guests were pres- 
ent: Charles J. Heale, 
Harpware Ace; Frank Sherwood, 
executive secretary, National Con- 
tract Hardware Association; 
James McDonald, Schlage Lock 
Miller, Reading 
Hardware Corp., and Elwood 
Wilson, A. Soeffing & Co. 

Mr. Heale presented an inter- 
esting and educational talk rela- 
tive to Priorities and Allocation 


Co.; George 


editor, 





\ 


by Mr. Henderson follows quickly 
after requests sent out by OPM 
restricting shipments of natural 
resins and shellac. The date of 
December 5 was selected, Mr. 
Henderson said, because it rep- 
resents the last full business day 
preceding the outbreak of hostili- 
ties. The requests are of a tem- 
porary nature. Longer-range price 
progiams for natural resins and 
shellac will be developed after 
further study of the situation. 





of materials and the outlook for 


| the first of the coming year. Mr. 





Sherwood spoke on the accom- 
plishments of the National Con- 
tract Hardware Association and 
on the activities of other local 
builders’ hardware clubs. 

At the meeting it was voted to 
extend the memberhip eligibility 
to include builders’ hardware 
men of New Jersey, south of 
Trenton, from Chester and Jen- 
kintown, Pa., and from the state 
of Delaware. 


POT AND KETTLE NEWS 


A Christmas Party held at the 
Hotel Clark on December 16th 





tel Mayfair on December 27 | 
served to wind up the entertain- | 


ment features of the Los Angeles | 


Pot and Kettle Club for the year. 
Wheeler was general | 
chairman of the Christmas Party, | 
while Lester L. Neblett supervised | 
the arrangements for the installa- | 


Arthur 


tion affair. These officers were 
duly installed in fitting manner 
to serve for 1942: president A. F. 
Tengwald, Wagner Ware Co.; 
first vice-president, A. H. How- 
son, Dohrmann Hotel Supply Co.; 
second vice-president, M. E. 
Neidecker, Hughson & Merton; 
recording secretary, Fred C. 
Brose, manufacturers’ agent; cor- 
responding secretary, H. Carroll 
Walker, Kirkhill Rubber Co., and 
treasurer, L. A. McAlister, Lan- 
ders, Frary & Clark. Elected to 
board of directors, A. A. Ander- 
son, manufacturers’ agent, and 
Lynn Hall, Royal Auto Products. 
Past president C. H. Hobson 
automatically becomes a member 
of the board of directors. 


NEW HARDWARE STORE 


The Planters Hardware Co. is | 
the name of the new firm estab- 
lished in Murfreesboro, N. C., by | 
R. A. Parker, Charles L. Revelle | 
and B. F. Cullifer. R. A. Parker | 


and a stag installation at the Ho- | is manager. 





ORRELL JOINS 
CHRYSLER AIRTEMP 


Edmund A. Orrell has been 


|appointed district manager in 
|the Raleigh, N. C., territory for 





EDMUND A. ORRELL 


the Airtemp Division of Chrys- 
ler Corp., Dayton, Ohio. 
In his new connection, Mr. 


| Orrell will be responsible for 


| the development of Airtemp 
dealers in the Raleigh territory 
|and the servicing of their re- 
_quirements. Airtemp makes a 
,complete line of heating, air- 
conditioning and commercial re- 
| frigeration equipment. 














WITT Cans and Pails are sturdily 
made from highest quality mate- 
rials. Guaranteed to outlast 3 to 5 


ordinary cans. 
Housekeeping Institute. 


Complete WITT Line includes Ash 
Cans—Garbage Pails, Underground 
Garbage Receivers (right), Mop- 
ping Pails, Roller Cans, Hoisting 
Cans, Hooded Cans, Oily Waste 
Cans—special cans for special needs. 
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ments of every customer . 


Approved by Good 


WICO Cans and Pails—good quality, heavy 
cans and pails attractively priced. 
BRIGHTON Cans and Pails—leaders 
in the medium-weight quality field— 
exceptionally good value for the 


money. 





Ask your Job- 
ber or write 
for illustrated 


Catalog. Ad- 
dress Dept. 
HA. 


WITT enables you to meet the Ash and Garbage Can require- 
.to concenttate your Can purchases 
in one source of supply, thereby saving you time and money. 
WITT Cans and Pails—for 
the Best. 


those who want 


WINCHELL ST. 
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WICO Ash Cans and 
Garbage Pails are rug- 
gediy built to give 
good service. Compare 
favorably with many 
competitive brands of 
heavy cans. 


BRIGHTON Cans and 
Pails—are ideal for 
“special saies’’. Fa- 
vorites with many do- 
mestic consumers. 


The WITT CORNICE CO. 


CINCINNATI, OHIO 
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JAMES J. CASE 


James J. Case, 75. associated | 
with Buhl Sons Co., wholesale | 
hardware firm of Detroit, Mich., 


widely known in merchandising 
circles of the northwest. He be- 
came associated with the Mis- 
soula firm in 1897 as a salesman 


| in the hardware department. He 





JAMES J. 


CASE 


passed away Dec. 8 of a heart | 
attack. Mr. Case joined the Buhl | 
organization in 1902 and was in- | 
strumental in organizing the com- | 
pany’s roofing department of | 
which he had charge for many | 
years. 

Mr. Case began his business 
career in Detroit in 1880 as a 
clerk with the Michigan Central | 
Railroad, later going to Omaha, | 
Neb., with the Union Pacific. He | 
returned to Detroit and became 
associated with the W. J. Burton | 
Co. before going into business 
as a partner in Gregg & Case Co. 
and the Case Supply Co. In 1902 
he joined the Buhl company. 

Surviving Mr. Case are a son, 
William, Jr.. and a brother, W. A. 
Case of Omaha. 


WILLIAM M. HOLDEN 


William M. Holden, 68, presi- 
dent of Trow & Holden Co., Inc., 
Barre, Vt., manufacturer of 
granite working tools and ma- 
chinery, passed away recently. 
Mr. Holden was the inventor of 
the Barre pneumatic carving tool. 
He is survived by his widow and 
a son, Max A. Holden, manager 
of the business. 


A. WARREN WILCOX 


A. Warren Wilcox, 67, mana- 
ger of the Missoula Mercantile 
Co.’s hardware department, Mis- 
soula, Mont., passed away Nov. 
27 of a heart attack. Mr. Wilcox, 
who had seen much of the devel- 
opment of western Montana, was 


DECEMBER 25, 1941 


| next became a salesman for the 


company’s wholesale division for 
the entire territory covered by 
the firm, becoming manager of 
the hardware department in 1912 
and later was named to the board 
of directors. 

Mr. Wilcox leaves his widow, 
and three sons, Warren, Jr., Wil- 
liam, and Craig Wilcox. 


LINUS KEATING 


Linus Keating, vice-president 


| and treasurer of the Maryland 


Bolt and Nut Co., Baltimore, 
Md., passed away Dec. 5 in Bal- 
timore while on a business trip 
to that city from his home in 
Scarsdale, N. Y. Mr. Keating, 
who was 57 years old, was also 
president of the Sargent-Keating 
Co., Inc., New York City, and 
the Harrison Bolt & Nut Co., 
Harrison, N. J. He had been 
engaged in the hardware busi- 
ness in New York for more than 
30 years. His widow, and a son, 
John S. Keating, survive. 


A. FRANK SELTZER 


A. Frank Seltzer, 59, one of 
the founders of the Lake Erie 
Hardware Co., Cleveland, Ohio, 
wholesale concern, passed away 
Dec. 2 of a heart attack. 

Mr. Seltzer began his business 
career in 1910 with the now de- 
funct Luetkemeyer Co. When 
that wholesale firm discontinued 
business in 1925, he helped or- 


ganize the Lake Erie Hdwe. Co. | 


Mr. 


business 


Seltzer retired from active 
12 years ago and at 
the time of his death was a di- 
rector of the company and of the 
Shelby Cycle Co., Shelby, Ohio. 

Surviving are his widow and a 


son, Joseph D. Seltzer of The 


Perfection Stove Co., Cleveland. | 


O. H. TIEMANN 


O. H. Tiemann, 53, 
& Supply Co., St. Louis, Mo., 
passed away Nov. 22 at his resi- 
that city. Mr. Tie- 
mann had been in ill health, a 
fact that had caused his retire- 
ment from business in July. 
Surviving Mr. Tiemann are 
his brother, Walter E. Tiemann, 
now president of the company; 
his widow, and two daughters. 


dence in 








former | 
president of the Tiemann Hdwe. | 


the 3 Best Buys 


in SHOVELS for 


Hardware Merchants 


* GREATER SALES 
* BETTER PROFITS |; 
*KSATISFIED | [i 

CUSTOMERS | 
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HELPING DEFEND 
AMERICA 


Wood Shovels are used 
by the U. S. Army, the 
U. S$. Navy, the U. § 
Marine Corps, the U. S$ 
Engineering Corps and 
Essential Defense 
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T-BEAM HANDLE 
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New and Improved Merchandise—Display Helps—Sales Literature— 


Door Controls 


New slide-rod overhead door holders 
for use on all types of doors in public 
buildings, hospitals, theaters, churches, 
factories, etc., are the “Grand Majestic” 










SHOWING DOOR 
IN PARTIAL OPEN POSITION 























and “Grand Capitol” slide-rod overhead 
door controls. Equipped with adjust- 
able clutch attachments which automat- 
ically engage the slide-rods to hold the 
doors in a 90 to 125 deg. open position. 
This adjustment. may be turned to a 
neutral position to allow free opening 
and closing of door. When in this neu- 
tral position, the slide-rod also functions 
as a door stop—keeps door from bang- 
ing against walls. A concealed spring 
in the adjustable clutch provides a 
shock absorbing action. The clutch ten- 
sion is always sufficient to hold doors 
open—yet to close, it is automatically 
and easily released by a slight pressure 
on the door. As shown in the illustra- 
tion, the “Grand Majestic” has the 
added feature of a wing nut friction 
adjustment which may be operated to 
apply tension at any desired point on 
the slide-rod. With this adjustment, a 
door may be held securely in any par- 
tially open position. Both models are 
sturdily constructed of brass, bronze 
‘and steel and come plated in a variety 
of finishes. Also offered is the recent- 
ly perfected burglar-proof locking at- 
tachment—an auxiliary locking feature 
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to be used with Grand slide-rod over- 
head door controls. This inexpensive 
device fastens onto the door directly 
below, about three inches from the tip 
of the slide-rod and when turned to 
make door holder inoperative it pro- 
vides needed security in preventing un- 
lawful entry. 

With the exception of the adjustable 
feature on the clutch, Grand’s third 
model, the popularly priced slide-rod 
overhead door holder for garages, em- 
bodies the same general design as the 
“Grand Capitol.” It is furnished with 
a 24in. slide-rod which will accommo- 
date standard garage doors. Longer 
rods are available. Made of steel—cad- 
mium plated. Grand Specialties Co., 
3103 W. Grand Ave., Chicago, Ill. De- 
scriptive and illustrative literature avail- 


able. 


“Polaroid”: Deal 


No. 5542—consists of 55 assorted 
“Polaroid” day glasse$ to retail at $1.95 
each. Total retail value, $107.25. Deal- 
er’s cost, $71.85. Demonstrator (illus- 


trated) comes with deal. It is a display 
demonstrator with a stock compartment. 
Promotional material includes case in- 
serts, window streamer, mat sheet and 
window demonstration card. American 


Optical Co., Southbridge, Mass. 








Non-Skid Bathtub Spray 


“Arret”’—when sprayed spreads an 
invisible non-skid film. Said not to stick 
to body and not to be harmful to skin. 
Also claimed not to leave a visible resi- 








due nor to clog drains. Comes in 6-0z. 
and 16-0z. bottles. Farmer Chemical Co., 
42-42 Judge St., Elmhurst, N. Y, 





Steel Comparisons 


A pamphlet published by Joseph T. 
Ryerson & Son, Inc., Chicago, IIl., 
compares the two systems of steel 
identification (SAE, the Society of 
Automotive Engineers, Inc., and AISI, 
the American Iron and Steel Institute) . 
The booklet contains the latest official 
data for both of these new systems of 
identification. Direct comparisons of 
the equivalent or alternate steels are 
given in quick tabular form. The SAE 
and AISI systems are explained. Com- 
plete analyses ranges for straight car- 
bon and alloy steels of both systems 
are listed, and the average physical 
properties of AISI and SAE steels are 
given in their proper relationship. 
Copies may be obtained from Ryerson 
Steel-Service plants in Chicago, Mil- 
waukee, St. Louis, Cincinnati, Detroit, 
Cleveland, Buffalo, Boston, Philadel- 
phia, and Jersey City. 
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_ Retail Hiecdenaed Stores 


Plastic Hammers 


A new line of plastic hammers, 
specially developed for tool and ma- 
chine shop use, was recently introduced 
by Rapid Manufacturing Co., Glendale, 





Cal. With these hammers any metal or 
plated surface can be struck a full 
blow without being marred, maker 
states. All but one have replaceable 
tips of transparent amber “Pyralin,” a 
duPont cellulose nitrate plastic that 
resists chipping or scratching. Handles 
are seasoned hickory, wedged and 
keyed in solid steel heads so they can- 
not twist or turn. Model No. 25 is 
made of laminated sheets of “Pyralin,” 
with transverse laminations at the tips, 
and can be sawed into any desired 
shapes. Rapid plastic hammers range 
in weight from three to 18 ounces, and 
are available in all standard peens. 





Pump Catalog 


Practical information concerning 
pump adaptation for a wide range of 
duties under varying conditions is the 
theme of a new industrial catalog. 
This brochure contains illustrated case 
histories of varied applications, and 
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Window Trims—New Packages—New Colors—Catalogs 


presents many practical drawings for 
laying in this type of pump. A free 
copy will be supplied by writing 
Pomona Pump Co., 206 E. Commercial 
St., Pomona, Cal. 


Short-Wave Set 


The Emerson Radio and Phonograph 
Corp., New York City, has introduced 
a new quality table-model radio set, il- 
lustrated—equipped with short-wave 
bands, for both domestic and export 
markets. 

Known as the model 456, it is an 
ac-de superheterodyne receiver, having 
7 tubes plus “Electron Ray” tuning 
indicator and ballast tube. Incorporat- 
ing the standard broadcast and police 
bands, this set also has a band spread 
25 and 3l-meter short-wave band, all 
tuned on an attractive, lighted “Magni- 
Vision Tone-Ruler” dial, mounted in the 
cabinet. Large dynamic speaker. Auto- 
matic volume control, tone control, low- 
noise converter and the “Phantom Sig- 
nal Collector” which is said to auto- 
matically strengthen the broadcast sig- 
nal from foreign stations at the same 
time filtering out the background noises, 
are additional features. Model 456 





Emerson is housed in a_ high-quality 
hand-rubbed “Sta-Bent” Ingraham cabi- 
net of figure-striped and butt walnut, 
that harmonizes well with any type of 
room appointments. 








—— 


“Hotpoint” Sinks 


Hotpoint has revised its line of 
standard steel kitchen cabinets to in- 
clude two new steel cabinet sinks. The 
new “Hotpoint” steel cabinet sinks are 





available with two or four drawers. 
Both have three storage cabinets. They 
have grooved, double drain-boards, with 
soap dish and level deck at the back 
for goblets. Other convenience features 
include a utility basket, hung on the 
left front door and a linoleum-lined 
cutlery drawer. Altogether, each sink 
has 22 cu. ft. of cabinet storage space. 
Heavily coated in stain- and acid-resist- 
ing porcelain enamel, the sinks are 54 
in. long and 25 in. deep, with 36 in. 
work surface height, and 4-in. paneled 
back splash. Bowls are 7 in. deep, with 
3%4-in. drain openings, to accommodate 
installation of the “Hotpoint Disposall,” 
when desired. Sink decks are drilled 
for installation of the most modern 
ledge-mounted faucets with spray at- 
tachment. They are not furnished with 
the sinks. 

All drawers in Hotpoint Steel Cabi- 
net Sinks have non-ferrous metal 
drawer runners, and the entire sink 
assembly is sound-deadened. Edison 
General Electric Appliance Co., 5600 
W. Taylor St., Chicago, Il. 




















¢ PLANES ° 


Year in and year out, carpenters 
and other wood workers use more 
Stanley Tools than any other 
brand. This preference is built 
on sound tool performance. Use 
it as your guide to faster turning 
tool stocks that pay a profit. 
Your jobber will supply them. 


MEASURING TOOLS 








STANLEY 
TOOLS 


E 





New Britain, Conn. 
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WHATS NEW 





House Signs 


“Woodland Alarm” house signs are 
metal, and cast in relief (not flat sil- 
Each is either painted in 


houettes). 





natural colors, or painted with three 
coats of black weatherproof paint to 
preserve their beauty. Signs may be 
attached to a post or tree or the side of 
a building, and the owner’s name or 
house number, or both, may be painted 
on the plate. The manufacturer has 
announced a new display piece for 
counter and floor use that permits the 
display of seven complete units. Retail 
prices are from $5.00 up. The com- 
plete line is fully described and _ illus- 
trated in a catalog furnished upon re- 
quest. Whitehall Metal Studios, 469 E. 
Ohio St., Chicago, TIl. 


“Handy Maid” Sponge 
“Handy Maid” consists of first-quality 

natural sponge encaged in a sack made 

of soft, absorbent knitted cotton cord 





which fits the hand. Because the natural 
sponge is enclosed in the sack, it is 


said to..offer greater friction and 
strength and also to retain its shape 
through longer use. It wets up ex- 
tremely soft and pliable, absorbs plenty 
of water and does not drip, maker states. 


It is efficient for washing woodwork, 
windows, automobiles and windshields, 
refrigerators, tile walls, and all porce- 
lain and enamel surfaces such as kitch- 
en and bathroom fixtures. It is made 
in four sizes, the 5 by 6%-in. size (il- 
lustrated) retailing for 35 cents. Ten 
“Handy Maids” packed in an attractive 
counter display carton cost the retailer 
$2.10, paying him a profit of 14 cents 
on every sale. Schroeder & Tremayne, 
Inc., 1711 Delmar Blvd., St. Louis, Mo. 


Air Filters 


“Zim”—for gravity heating systems. 
Its strips of glass fibre are set at scien- 
tifically determined curves in a frame. 
Maker states tests show “Zim” is efh- 
cient in cleaning the air of dust and 





lint and that it offers practically no re- 
sistance to air circulation. R. F. Zim- 
merman Co., Oakley Station, Cincinnati, 
Ohio. 


Skate Grinding Machine 

No. 6—for hollow grinding figure 
skates. Comes all ready to use com- 
plete with a G-E motor, 2% in. sivel 
pulley and % in. V belt. Aluminum 
finished steel plate on which motor and 
grinder head are mounted is 24 in. long, 
17 in. wide, and % in. thick. Skate 
holder holds late model Torpedo skates 
in addition to all styles of tubular, 
clamp, and rink skates. Easily adjusted 
for grinding position. $40.00 f.o.b., 
Maywood. Berghman Co., 1417 Wash- 
ington Blvd., Maywood, III. 
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solve retailers’ problems in connection 
with the replacement of stocks now 
affected by limitation orders by a sys- 
tem of allocation similar to the new 
Production Requirements Plan. Whether 
or when the order will be finally issued 
by OPM is conjectural 


x *k * 


ACCORDING TO THE DE- 
PARTMENT OF COMMERCE, 
Christmas buying during December, 
1941, is expected to reach a total of 
$5,500,000,000, an increase of $750,000,- 
000 or 16 per cent over the December, 
1940, total, and 15 per cent over the 
bumper month of December, 1929. 

ee & @ 

EFFICIENCY IN GOVERN- 
MENT. The Treasury Department 
maintains a set of books on government 
receipts and expenditures in the form 
of appropriation control. So does the 
General Accounting Office, but unlike 


Washington News Reel 


(Continued from page 19) 


the Treasury has -ome control over 
what may be spent. 


x *«* *® 


NEITHER SET has any property 
control. Neither Treasury nor the Gen- 
eral Accounting Office would know how 
much wheat was in an elevator pur- 
chased under the surplus commodities 
program, or how many miles of trans- 
mission lines the Rural Electrification 
Administration has subsidized. 


x *k * 


THE TREASURY still maintains 
a single entry type of bookkeeping, 
written in longhand. And while the 
General Accounting Office has the 
power under the Dockery Act to install 
uniform systems of accounts, it has not 
been done because of resistance upon 
the part of the various departments and 
bureau:. The result is about 300 sepa- 
rate and distinct bookkeeping systems. 





PARTY HOUSEWARES FEATURED HERE 








Various party cooking utensils are shown to excellent advantage in this 
window by the use of a shelved background. The hackground is painted 
green and ivory and is trimmed with white paper doilies. The window 
stimulated considerable sales volume in the housewares department of 
Babcock, Hinds & Underwood, Binghamton, N. Y. The display was 
installed by J. B. Kozak. 
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HAMMERS 
Carpenters, electricians, machin- 
ists, garagemen, plumbers — 
they‘re all busy these days. They 
prefer to come to you for their 
tools — that is, if you have the 
tools they want. One of the best 
ways to bring them in is to feature 
world-famous Stanley Tools. 


COLD CHISELS and PUNCHES 
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STANLEY 
TOOLS» 


New Britain, Conn. 




















































- on nas = 



















December 25, 1941 





~ ADVANCES 


One line of skiis. 


Watches. Lawn mowers. 


Alarm clocks. Some furniture casters. 
One line rubber furniture glides. 

One line fibre chair seats. Linseed oil. 
One line small steel waste paper balers. 
One line work gloves—all types. 

Some husking hooks and pins. 


Drill chucks, etc. 


Some garden shears. 


Some pruning, grass, hedge shears. 
One line enameled canners. Glass. 





Clevises — With current prices 
on malleable clevises about 10 per cent 
above those ruling during the pre-season 
selling for last spring, some makers 
are now forecasting a possible further 
increase. 

* « ” 


Ski prices — Effective Dec. 10, 
one maker “confronted with continually 
increasing costs on raw material and 
parts, some of which have increased as 
much as 100 per cent” inereased prices 
approximately 10 per cent on its line 
of skis—all grades. 


* ¥ * 


Padlocks—On Dec. 4, The Yale 
& Towne Mfg. Co. advised its trade 
that the popular No. 240 padlocks, 
regular and keyed alike, were tempo- 
rarily withdrawn from the line, stating: 
“We will do our best to take care of 
orders already entered, but there is 
no assurance that this can be done.” 


* o a 


Alarm clocks and watches 

Some manufacturers have recently (Dec. 
10) advanced all prices on clocks and 
watches approximately 8 to 10 per cent. 
They are accepting business only at 
prices ruling at time of shipment, and 
the December increase will be charged 
by most makers on unshipped balances 
of earlier orders. All companies are 
said to be at least two to four months 
behind on deliveries. 
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Tarred felts, etc. — Effective 


Dec. 12, one maker reaffirmed its Octo- 
ber price schedules on red rosin sheath- 
ing paper but, following the O.P.A. re- 
quest, brought asphalt felt and tarred 
felt prices back to their July levels, 
down approximately 21 cents per roll 
on the leading sellers, m 10-ton lets 


or more. 


Casters and furniture glides 

One maker has announced an increase 
on furniture casters,’ averaging about 
10 per cent, effective Dec. 1. This in- 
crease includes the Federal Excise Tax 
which became effectiv Oct. 1. A 10 
per cent price increase has been made 
alto on one line of rubber furniture 


glides. 


Waste paper balers—A price 
advance of approximately 10 per cent 
on small steel balers went into effect 
on Dec. 1. Many more calls have been 
received for small paper balers in the 
last month, for conservation of paper 
supplies, than for many years past. 
Janitors, stores, and even many homes 
have found balers to be very convenient 
for saving waste paper for national 
defense. 

* * * 


Brooms, chair seats—Damage 
to this year’s broom corn crop, from 
rains, has been very serious, and prob- 











ably will sharply affect supplies of 
brooms for most of 1942. Importations 
of push broom fibres and rattans from 
Asia are, of course, suspended. Effec- 
tive Dec. 5, American Fibre Chair Seat 
Co. advanced prices of fibre chair seats 
ranging from 10 to 15 per cent. 


oa xe oR 


Work gloves, huskers —- Mak- 
ers are very busy, and defense orders 
are setting back many needed supplies 
for the regular trade. Producers of 
cotton canton flannel materials and 
manufacturers of work gloves have 
adopted a program for standardization 
of construction and the elimination of 
certain lines next year, in order to 
simplify production for defense. Effec- 
tive Dec. 5, Boss Mfg. Co. advanced 
all qualities of canvas gloves from 10 
to 15 cents per dozen, and rubber and 
leather palm gloves, 25 cents or more 
per dozen, all subject to further change 
without notice. “Boss -husking~-fooks 
and pins were advanced approximately 
10 per cent, subject to change. Orders 
will be accepted for delivery only until 
the end of March. 


Linseed oil — After dipping to 
June levels during November, linseed 
oil increased 3 cents per gallon on Dec. 
8, and advanced another 4% cents Dec. 
11—practically equalling the (Septem- 
ber) high mark of the year. The over- 
all increase since Jan. 1 to Dec. 11 has 
been 22% cents per gallon, or about 32 
per cent. Turpentine, steady during 
December, stands at a price level 39 
cents per gallon, or 81 per cent above 
the year’s opening price. 


” * * 


Corrugated fasteners, ete.— 
One maker advised the trade that, ef- 
fective Dec. 4, all orders covering its 
corrugated joint fasteners and box 
strapping will be accepted on the basis 
of price in effect at time of shipment. 
The company cannot guarantee present 
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prices for future shipments. Some mak- 
ers of brass head furniture nails have 
reminded their distributors that stocks 
previously made up will be available 
for shipment after Jan. 1, until sold 
out, although new manufacture is to be 
prohibited after Jan. 1. Later, brass 
plated and steel nails will continue to 
be available indefinitely. 


* * * 


Shellac and resins—On Dec. 
11 shellac manufacturers received, from 
the Office of Production Management, 
the following: “You are hereby re- 
quested not to ship shellac in any form 
to anyone except on sworn statement 
that immediate shipments are essential 
for direct defense requirements, or that 
such shipments are essential to prevent 
shutdowns or other undue hardship.” 
Action to prevent further advances in 
the prices of natural resins and shellac. 
imported East Indies commodities di- 
rectly affected by war in the Pacific, 
has been taken by Price Administrator 
Leon Henderson. He has asked im- 
porters and others handling either or 
both products not to raise prices above 
the levels of Dec. 5, pending a further 
study before establishing more perma- 
nent price schedules. 

a * * 

Nails, wire and sheets — Go- 
ing into 1942, mills state that, by the 
current “yardstick” (which permits job- 
hers and steel warehouses to purchase 
each quarter, up to 70 per cent of the 
tonnage shipped them in the corre- 
sponding 1940 quarter) actual tonnages 
available to most buyers during the 
coming January-March period will be 
relatively scant. Not only was jobbing 
buying heavy in late 1939, and light 
in early 1940, but O.P.M. has the power 
to further reduce the allotted ware- 
house percentage if armament needs 
are found to make this necessary. Al- 
ready closely “rationing” the present 
insufficient supplies of nails, and par- 
ticularly of galvanized sheets, most 
jobbers will have to still further reduce 
‘spread thin” their first quarter 


and ‘ 


supplies. O.P.A. last week set “resale” 
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(warehouse) price ceilings on leading 
iron and steel lines at the basis ruling 
Apr. 16—the same date on which 
manufacturers’ maximum prices were 
established. 


Asphalt roofing products 

An O.P.A. order, effective Dec. 12, 
would reduce manufacturers’ prices 5 
to 10 per cent on all standard asphalt 
and tarred felt roofing products, and 
would provide that non-standard items 
shall not sell above the levels prevail- 
ing on June 29, 1941. O.P.A. was 
promptly asked by leading manufac- 
turers to reconsider its propo-ed ceil- 
ings on the industry’s products. Assert- 
ing that raw materials constitute ap- 
proximately 75 per cent of the total 
cost of asphalt roofing, these manufac- 
turers aleo state that prices of raw 
materials have risen an average of 20 
per cent thus far this year, and that 
substantial wage increases also have 
been made. For the present, some mak- 
ers are withholding the decline—promis- 
ing their customers to protect current 
purchases against the lower market. 
when and if established. 





ADVANCES 
EXPECTED 


Malleable clevises. 





Tool lines 
tools, and such industrial tools as drills 


Except on precision 


and taps, jobbers are still doing a very 
fair job of filling orders, though new 
supplies are coming slowly from many 
manufacturers who are running short 
Machine & 


Foundry Co. advise that, effective Dec. 


of materials. American 
15, the net consumer prices, f.o.b. fac- 
tory, of all Wahlstrom drill chucks, 
tappers and parts are increased 10 per 
cent. A revision of an existing simpli- 
fied practice recommendation covering 


forged axes became effective Dec. 3, 


ARE 


(Swainess ; 









further reducing the number of varieties 


produced and saving considerable quan- 
tities of essential metal for defense 
uses, according to the Department of 
Commerce. The new plan will limit 
available varieties of forged axes to 
about 200 compared with 845 in 1935, 
when the original revision was adopted. 


me a * 


Lawn mowers — There is no 
longer any doubt of a 1942 shortage of 
many styles. While most manufacturers 
of competitively priced mowers have ac- 
cepted contracts from regular customers 
for spring shipment, probably deliveries 
in many cases will be on a pro-rata 
basis. Buyers not covered now find it 
practically impossible to make book- 
ings. Many of the refinements, includ- 
ing light-weight aluminum frames, 
streamlining, etc., developed during the 
last few years, will be absent. Red and 
gray paint will take the place of alumi- 
num and gold. Early shipments will 
carry the usual rubber tires, but later 
deliveries may have to revert to iron 
wheels only. Power mowers may also 
suffer limited production; for one 
thing, it is doubtful whether the popu- 
lar type aluminum gasoline engines 
will be obtainable much longer. Most 
makers report prices higher, and greatly 
delayed deliveries. 

Be cad * 

Housewares—With a year of 
surprisingly large sales volume drawing 
to a close, despite the late acute short- 
age of aluminum ware, galvanized goods 
and copper utensils, jobbers are ex- 
pecting more and more difficulty in 
maintaining supplies and sales volume 
on these metal wares in 1942. Glass 
and pottery ovenwares probably will do 
much to fill the gap, and a fair flow 
of enameled ware still is available, also 
sufficient supplies of attractive japanned 
or decorated “pantry” accessories. A 
leading maker of enameled canners has 
advanced prices approximately 15 per 
cent, effective Dec. 11, due to “higher 
costs of production and scarcity of raw 
materials.” Most makers of gray en- 
ameled ware. who have heretofore 
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regularly used tin covers on their various 
utensils now are substituting enameled 
covers (made of steel). 
= * * 
Lawn and garden accessories 
-With brass disappearing from the 
field, both steel and plastic hose nozzles 
are now available in the 25 cent (retail) 
field. Better quality plastic nozzles will 
retail up to 75 cents each. One maker 
issued last month a price revision on 
garden shears, which included an ad- 
vance of 744 per cent on hedge shears, 
and a few readjustments on other items. 
A few odd sizes and slow-selling num- 
bers have been eliminated. Another 
maker announced an advance averaging 


10 per cent on its line of pruning 
shears, grass shears and hedge shears. 
Future orders will be accepted, subject 
to the company’s ability to secure 
materials. 
* * * 

Window glass—FEffective Dec. 
4, American Window Glass Co. issued 
new price schedules on glass, not only 
advancing the base wholesale discounts, 
by approximately 8 per cent, but ab- 
sorbing the former first and second 
(small size) price brackets (25 and 34 
united inches respectively) into the 40 
united inch bracket, making the latter 
the starting base to include all lesser 
dimensions. The 54 united inch has 
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“GOT ANY OF THAT NYLON HOSE MY WIFES ALWAYS 


TALKING ABOUT?” 


also been eliminated, and glass in this 
bracket will transfer into the 60 united 
inch bracket. Jobbers are informed 
that the effect is to advance the sizes 
formerly in the 25 inch bracket, by 
19 per cent, and to increase the sizes 
formerly in the 34 inch bracket by 13 
per cent. The basic discount increase 
is approximately 8 per cent, and officials 
of the company estimate the average 
mark-up at 10 to 11 per cent. The new 
schedule cannot be considered final, 
and in the event of further change, 
prices prevailing at time of shipment 
will govern. 
aa * * 

Indeterminate prices — The 
influence of O.P.A. against “avoidable” 
increases has slowed the rate of price 
advances on many finished lines during 
recent weeks, furthering, no doubt, the 
widening practice of indeterminate, or 
“open” pricing. This plan now espe- 
cially prevails among manufacturers 
whose output is sold out for some 
months ahead, and whose costs are be- 
ing raised by increases in labor, taxes 
and sundries, also, perhaps soon, by 
higher freight costs. Not everywhere, 
is there price re:traint, however. 
Grains, meats and _ foodstuffs, only 
“lightly” controlled by Washington, 
have been the chief components of a 
sharp rise since Dec. 6, in the com- 
modity indexes. Moody’s index—a 
leading guide — stood at 218 per cent 
(of the late 1931 par) on Dec. 12, 
against 208.8 per cent a month earlier, 
and 168.7 per cent a year ago. 


* * * 


Flag sellers swamped — Job- 
bers and dealers selling American and 
service flags have been swamped by the 
recent rush of orders, and most were 
caught off guard by the nation’s un- 
expected involvement in war, and the 
subsequent wave of patriotism. A lead- 
ing Chicago manufacturer reported 
sales in one day equaled a_ normal 
month’s flag business. 


% ” * 


Steel production Consider- 
able fluctuation in district steel pro- 
duction rates was reported by The 
Tron Age in its Dec. 18 issue. The 
losses, however, counterbalanced the 
gains, leaving the national rate un- 
changed at 97.5 per cent of capacity. 
Incoming orders for steel are fairly 
close to the November rates, although 
some mills report an advance of as 
much as 10 per cent. Many producers 
have been forced to turn away non- 
defense business, a step partly account- 
ing for the leveling off of orders. 

* * x 

Heavy paint sales — Produc- 
tion of paint products in the United 
States i: reaching record levels this 
year. Total sales by manufacturers, for 
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the first nine months were 34.8 per cent 
above the corresponding period of 1940. 
Shortages of certain paint raw mate- 
rials continue to be the chief concern 
of the paint and varnish industry, and 
the cessation of Chinese bristle supplies 
makes the problem of brushes continue 
to be acute. Plants producing zinc 
oxide, lithopone and other paint raw 
materials have been operating at full 
capacity but have been unable to meet 
the demand for these products. Pri- 
orities allocations and the container 
supply situation are among other ad- 
verse factors 
turers. 


facing paint manufac- 


Industrial briefs—In the Dec. 
6 week, just prior to the outbreak of 
actual warfare, 


freight car loadings 


totaled 833,375 cars, the largest for any 
comparable week since 1929. Compared 
with the 1940 period, loadings were 
up 12.8 per cent, while the total for 
the year to date exceeded any previous 
full year’s loadings since 1930. Elec- 
tricity production provided a highlight, 
rising to a new all-time peak of 3,368,- 
870,000 kilowatt hours in the week 
ended Dec. 6. This was 13.2 per cent 
higher than a year earlier. The Asso- 
ciated Press weekly index of industrial 
activity, based on 1929-30 figures as 
100, edged slightly upward to 141.9 
per cent—but compared with only 119.5 
per cent a year ago. Federal Reserve 
statistics placed department store sales 
for the week ended Dec. 6 at 9 per 
cent above the similar year-earlier week, 
against a year-to-year gain of 15 per 
cent in the preceding Nov. 29 week. 


“A Word to the Wise Is Sufficient”’ 


“6 ODAY selling is easy; it’s a 
‘seller’s market’. 

“Therefore the tendency is to re- 
lax selling effort, to become an or- 
der-taker. Besides, shipments are 
slow and shortages many. 

“But this discouraging condition 
can be turned to your advantage. 
How? 

“Here’s how. Turn your energy 
and ambition into ferreting out and 
developing new markets, new items 
with old customers, and old items 
with new prospects, against the time 
when it will be a buyer’s market. 
You will then need every new ac- 
count that you can open now. 

“If you will vigorously go after 
new accounts, you'll be surprised 
how many unsuspected sales oppor- 
tunities there are right in your ter- 


ritory. These, when once started. 
P ; 
artner s 
HAT one partner knows, all 
partners know, according to 
law. 


Recently a member of a part- 
nership entered into a contract with 
respect to certain subject matter 
that another party had previously 
contracted for, although the part- 
ner had no knowledge of the prior 
contract. When the partnership 
undertook to enforce its contract, it 
was confronted with the fact that 
the parties under the previous con- 
tract had prior rights. 

It developed that a “silent” mem- 
ber of the partnership had known 
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will be dollar producers for you 
later when you will need them badly. 

“Do not permit your search for 
new customers to cause you to over- 
look possibilities for increased busi- 
ness with old customers. 

“Also, lay aside a little each week 
in a savings account that you can 
draw on later to enable you to keep 
going when ‘there ain’t no business’. 
You'll be surprised how a little 
saved each week will stimulate your 
ambition to make it more; and 
lordy! how good that will look later 
when your income may have dwin- 
dled to the danger point. 

“A Word To The Wise Is Suff- 
cient.” 

From a letter by Frep R. Peck, 
Sales Manager, 
Patent Novelty Co.., 


Fulton, Ill. 


Knowledge 


of the previous contract. This 
knowledge, the court thought, was 
attributable to all the partners. 
This rather technical case simply 
means that if partner A has knowl- 
edge or notice of certain facts, 
partner B cannot avoid legal liabil- 
ity by pleading ignorance of those 
facts, although he may really have 
had no knowledge of them at the 
time he entered into the disputed 
transaction on behalf of the part- 
nership. Partner B is supposed by 
law to have the same knowledge or 
notice of pertinent facts that part- 


ner A has. 








National 


HARDWARE 


HE line of builders’ hard- 
ware built to one high 
uniform standard of quality. 
The assortment of products 
is so extensive that all of the 
requirements of the trade are 
adequately met. 








The finest materials used in 
construction are fashioned 
into hardware which is both 
modern in design and effi- 
cient in working simplicity. 
Send for the new National 
catalog; yours for the asking. 


The following are big sellers: 
Sliding Door 
Hangers 


Garage Door 
Hardware 


Deer Latches 


Stra and Tee 
inges 





Screen Hardware 




















National Manufacturing Co. 
STERLING : - + ILLINOIS 










Defense Hous'ng 
Clears Dealers’ Stock 
of EMPIRE LEVELS 


When a huge RUSH job 
of building like Defense 
Housing comes. along, 
Dealers just can’t keep 
enough EMPIRE LEVELS 
on hand. For ““RUSH’’— 
demands faster, more ac- 
curate work .. . and 
that’s when Carpenters 
go for the Levels that 
give them what they 
want in fast accurate 
reading—Levels they can 
depend upon. Keep these 
sales coming YOUR way 
with a Complete EMPIRE 
Line in stock. Write now 


» for new EMPIRE CATA- 
- LOG. 
EMPIRE LEVEL MFG. CO. 


719 South 6th Street 
Milwaukee, Wisconsin 


| * * * * * 
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Left to right: J. F. Bogardus, OPA; M. F. Cotes, Motor Wheel Corp., Duo-Therm Division, 
chairman Institute program committee; Ss. 


Minster, Roberts & Mander Stove Co., secretary of the } 
Glenwood Range Co.; H. I. Burgess, OPA; Samuel Dunckel, Institute managing director. 


Miss M. Dockterman, 


economist, OPM; H. 


Institute; Walker Leach, 


Stove Industry Studies Problems 
Created by the Emergency 


URTAILMENTS in 
production, price controls, stand- 
ardization and simplification pro- 
grams for stove products, and un- 
employment due to priorities and 
limitations to productions were sub- 
jects discussed at the ninth annual 
convention of the Institute of Cook- 
ing and Heating Appliance Manu- 
facturers held Dec. 3 to 5, 1941, at 
the Netherland-Plaza Hotel in Cin- 
cinnati, Ohio. The meetings estab- 
lished an all time high for atten- 
dance with more than 400 members 
and guests registering for the event. 

The entire program of the con- 
vention was designed to promote a 
better understanding of the prob- 
lems and the objectives of various 
divisions of FHA, OPA, and OPM 
among the representatives of the 
stove industry. Also, to provide 
members of the Institute with an 
opportunity to secure first hand in- 
formation on conservation orders, 
details in connection with govern- 
ment contracts, and programs for 
allocation of raw materials for pro- 
duction of civilian supplies. Prac- 
tically every speaker on the pro- 
gram was a representative of one 
of the special divisions listed above 
and therefore able to speak with au- 
thority. 

The opening general session was 
Thursday morning, with Convention 
Chairman M. F. Cotes, Motor Wheel 
Corp., Duo-Therm Division, Lansing, 
Mich., presiding. Institute President 
R. T. Frazier, Cavalier Corp., Chat- 
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INTH annual convention of the Institute of 

Cooking and Heating Appliance Manufacturers 
held in Cincinnati, Ohio, Dec. 3 to 5, 1941, attended by 
over 400. Curtailment of stove production to bring 
industry output for 1942 to 1935-39 level. Price deter- 
mination by OPA expected soon. Residential build- 
ing in coming year, mostly defense housing, estimated 
at 75 per cent of 1941 volume. Continued trade paper 
and consumer advertising considered a necessity. R. T. 


Frazier again president. 


tanooga, Tenn., made the opening 
address and reported that this had 
been one of the most active years in 
the history of the Institute. He said 
the organization has been called 
upon to render more and more ser- 
vice to members as well as to vari- 
ous governmental agencies. Mr. 
Frazier announced that 25 new mem- 
bers joined the Institute during the 
year and that this group represented 
a total additional production of 
more than $60,000,000 dollars. 

He reviewed the many institute 
services available and urged mem- 
bers to make full use of these. He 
reported on the meetings held in 
connection with wages under the 
Walsh-Healy Act and told of the 
work of the organization with the 
Offices of Price Administration. Mr. 
Frazier also told the members that 
he looked for less confusion in 
Washington just as soon as the vari- 
ous departments become better or- 
ganized and personnel trained to 
handle their difficult jobs. 

Hon. Abner H. Ferguson, adminis- 
trator, Federal Housing Administr.- 
tion, Washington. D. C., made the 





principal address of the morning on 
the subject of “Defense Housing and 
Priorities.” Mr. Ferguson pointed 
out that while the members of the 
Institute are not directly interested 
in home mortgage and repair fi- 
nancing, they are definitely affected 
by the soundness of such financing 
which increases home construction 
and repair. The result of such a 
program, he said, is the creation of 
a market for products manufactured 
by the group even though the items 
manufactured are not eligible for 
financing under FHA’s Title 1 Plan. 
He explained the operation of FHA 
and the part it plays in defense 
housing. He said that FHA is onls 
a fact finding body for OPM and has 
no final authority in issuing priori- 
ties. The job of FHA is to de- 
termine if the project is defense 
housing and therefore entitled to 
priorities to assist in the procure- 
ment of necessary materials for con- 
struction. 

Mr. Ferguson said FHA follows 
a specific procedure to determine 
if a project is defense housing. 
Then, after all qualifications are met, 
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the ‘application is referred to the 
Defense Housing Co-Ordinator and 
then to OPM for final approval. 

He told the group that while pre- 
dictions at the moment are hazard- 
ous SPAB estimates that the gen- 
eral building industry, including in- 
dustrial as well as residential build- 
ing, will reach a volume in 1942 
equal to approximately 75 per cent 
of 1941’s $11,000,000,000 total. On 
this basis, he said it is reasonable 
to suppose that residential construc- 
tion in 1942 will be about 75 per 
cent of the 1941 figure. He stated 
that in his opinion manufacturers 
will be able to find substantial busi- 
ness in the defense housing field. 
Shelter for the workers he pointed 
out is a necessity and the govern- 
ment is encouraging such housing 
to the utmost. 

On Thursday afternoon, Henry A. 
Dinegar. chief, Refrigeration and 
Air Conditioning Unit, Division of 
Civilian Supply. of OPM, discussed 
the subject of “Civilian Allocation 
of Raw Materials.” He stressed the 
fact that manufacturers must stop 
fooling themselves about these ma- 
terial shortages. He said they are 
very real, they are pressing and 
they are realities that cannot be ex- 
plained away or ignored. Any busi- 
ness man, he said. who shapes his 
company’s policies on the conclusion 
that shortages are not real is head- 
ing for the worst kind of trouble. 

He said that all producers for 
civilian trade who use scarce mate- 
rials must cut down on their use of 


them in every way possible. Many 
manufacturers he said will face 
sharp curtailment of output, some 
must convert plants to defense pro- 
duction of essential civilian goods, 
and some unfortunately, will have 
to close their doors. Government 
controls are absolutely essential in 
situations like this. Controls must 
be applied, he explained, wherever 
and whenever serious shortages de- 
velop for the protection of all. 

Mr. Dinegar announced that an 
order is in process which restricts 
the production of the stove industry 
and hoped that it would be an- 
nounced in a few days in order that 
all manufacturers affected by its pro- 
visions might plan’ with more defi- 
niteness for the future. He said 
that some slight modifications have 
been made in the provisions of the 
order as announced previously to 
the industry committee, but the basic 
outline of the program remains un- 
changed. 

He told the convention that the 
priorities rating system has reached 
the point where some other form of 
control is essential. This new sys- 
tem will be one that allocates critical 
materials throughout American in- 
dustry, he said, and SPAB has re- 
quested OPM to put into effect such 
a system just as expeditiously as 
possible. 

Mr. Dinegar emphasized the fact 
that it is of the highest importance 
for the manufacturer to convert his 
facilities to the production of defense 
goods if he can possibly do_ this. 





1—M. F. Cotes, Motor Wheel Corp., Duo-Therm Division, chairman of 
the Institute’s program committee, and R. T. Frazier, Cavalier Corp., 


re-elected president of the Institute. 


2—Hon. Abner H. Ferguson, 


Administrator, FHA. 3—Henry A. Dinegar, chief, Refrigerator and Air 
Conditioning Unit, Division of Civilian Supply of OPM. 4—Ralph K. 
Kaul, Priorities Branch, Labor Division of OPM. 
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No Better Gifts 
No Better Sales 


There are no better Christmas Gifts 
than SpeedWay Too!s—for every man 
be he a full fledged craftsman, handy 
man or just a tinkerer, appreciates 
good tools, especially handy power 
tools—that he can ‘‘run.’’ SpeedWay 
Tools enjoy a universal market—for 
they are as practical for the small 
apartment dweller with a kitchen table 
shop as for the man with large base- 
ment full of heavy equipment. They 
are priced right for Gift sales, too 


EACH SPEEDWAY 
wv TOOL SELLS 
, OTHERS 










There's more than 
the first profit in ev 
ery SpeedWay Sale 
Each Hand Grinder 
sold opens the way = 
for repeating acces 
sory sales Each drill sold ereates a $445 
live prospeet for a Drill Stand, Bench 
Grinder, a Kit, and a Router Frame 
and opens the way 
for other profitable 
business. 
Display, talk and sell 
SpeedWay Tools. 
SPEEDWAY 
MFG. CO. 


1836 So. 52nd Ave. 
CICERO, ILL. 
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Left to right: Alden P. Chester, Globe American Corp.; Ralph K. Kaul, OPM; Major 

C. S. Robinson; Albert M. Kahn, Estate Stove Co.; Lewis Moore, Jr., OPA; J. Hudson 

Huffard, Chicago House Furnishing Co., Inc., guest speaker at banquet, and R. T. Frazier, 
Cavalier Corp., president of the Institute. 


While we are obliged to curtail civil- 
ian production, he continued, we 
need all of the defense production 
available. 

Ralph K. Kaul, Priorities Branch, 
Labor Division of OPM spoke on 
the subject of “Priorities Unemploy- 
ment.” Mr. Kaul pointed out that 
serious unemployment has resulted 
in certain sections due to the cur- 
tailments of materials under the 
priorities system. He stated that the 
purpose of his division was to investi- 
gate such situations and to try to 
relieve this situation if possible. 
He outlined the steps to be taken 
as follows: file notice of pending 
unemployment; list plant facilities 
with district OPM offices; 
items on which conversions might be 
made; request a labor survey of the 
district; and maintain close contact 
with local OPM labor supply com- 
mittee. 

Alden P. Chester, Globe American 
Corp., Kokomo, presided at the 
Thursday afternoon sessions. 

On Friday morning, Lewis Moore, 
Jr., chief, Cooking, Heating, and 
Utensil Unit of OPA, discussed the 
subject of “Price Controls.” He told 
the group that the function of OPA 
is to prevent unwarranted price in- 
He pointed out there is 
need for controls today. Forty per 
cent or more of the nation’s produc- 


report on 


creases, 


tion is being devoted to defense, he 
said, and the stove industry using. 
almost exclusively, materials needed 
for defense purposes. faces a con- 
dition that would be bound to bring 
spiraling costs, spiraling prices with 
consequent inflation and the eventual 
chaos of deflation, unless adequate 
controls can be intelligently and 
effectively applied. 

OPA has the definite intention and 
goal to take the stove industry as it 
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finds it. prevent unwarranted price 
increases during the emergency, and 
to attempt to leave it with the same 
relationship of products and_ the 
same balance of power as would 
have resulted in the normal free 
market unaffected by defense activi- 
ties. This cannot be guaranteed 
with so many unpredictables but 
OPA will try to do this, he added. 

In reviewing other activities of 
OPA affecting the stove industry. he 
said that a price determination will 
be made from cost studies now under 
way for the industry. However. he 
continued, until this is announced. 
the order asking the industry not to 
increase prices above those in effect 
on Oct. 24, 1941 would still apply. 
This price determination will not be 
decided until the curtailment order 
is announced, he said. 


Advertising Policies 


Al Lewis, Globe American Corp.., 
Kokomo, Ind.. spoke on the subject 
of “Customer Relationship and Ad- 
vertising Policies in the Present 
Emergency.” He told the manufac- 
turers that they must decide whether 
they still want to be in the stove 
business after this emergency then 
plan advertising policies to bring 
about this end. He emphasized the 
fact that trade paper advertising is 
a necessity during these times and 
consumer advertising must be con- 
sidered in the same category. The 
manufacturer who allows his name 
to drop out of sight, he said, during 
this period will find that his name 
will be out of the minds of the trade 
also, when the emergency is over. 
Lewis 
said, are just as important now as 
at any other time and the manufac- 


Sales organizations, Mr. 


turer who has a good group of sales- 
men should plan to keep this force 
intact. 

Plans for affiliation with the Insti- 
tute and problems facing the indus- 
try as a result of the copper conser- 
vation order were subjects discussed 
at a meeting of the manufacturers 
of fireplace fixtures with Samuel 
Dunckel, managing director of the 
Institute, on Wednesday, the opening 
day of the convention. 

Mr. Dunckel announced that this 
group represents a necessary and 
important type of heating equip- 
ment that could well be included in 
the Institute. 

President Frazier, Cavalier Corp., 
and Vice-President E. K. Priest, The 
Moore Corp., were reelected, Henry 
S. Minster, Roberts & Mander Stove 
Co., Hatboro, Pa., was elected sec- 
retary of the Institute to succeed 
Walker Leach, Glenwood Range Co., 
Taunton, Mass. 

The annual banquet of the Insti- 
tute was held Thursday evening in 
the ballroom of the Netherland- 
Plaza Hotel. President Frazier acted 
as toastmaster for the evening. Guest 
speaker was J. Hudson Huffard, vice- 
president, Chicago House Furnishing 
Co., Inc., Bluefield, Va. A program 
of entertainment followed the dinner 
and talk. 

During the banquet Thursday 
evening, President Frazier presented 
Alden P. Chester, former president 
of the Institute with a placque in 
token of his outstanding service to 
the organization and to the industry 
during his three terms as an officer 
of the group. 

Friday afternoon was given over 
to group meetings of various divi- 
sions of the Institute for the con- 

(Continued on page 68) 


HARDWARE AGE 




















and Events 


Ace Stores, convention and exhibit, 
Jan. 19-21, 1942, at the Hotel Sherman, 
Chicago, Tl. 


Alabama Retail Hardware Assn., 
convention and exhibit, May 18-19, 
1942, at Admiral Semmes Hotel, Mo- 
bile, Ala. J. H. Crowe, 410 N. 21st St., 
Birmingham, is secretary. 


American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the Southern Hardware Jobbers’ Asso- 


ciation, April 20-23, at the Hotel 
Roosevelt, New Orleans, La. Charles 


F. Rockwell, 342 Madison Ave., New 
York City, is secretary of the manu- 
facturers’ Association, and T. W. Mc- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the jobbers’ association. 


American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the National Wholesale Hardware As- 
sociation, Oct. 19-22, 1942, at the 
Palmer House, Chicago, Ill. Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary-treasurer of the man- 
ufacturers’ group, and George A. Fern- 
ley, 505 Arch St., Philadelphia, Pa., is 
secretary-treasurer of the wholesalers’ 
group. 


American Hardware Supply Co., 
annual convention, Jan. 26-27, 1942, at 
the company’s headquarters, 41-43 Ter- 
minal Way, South Side, Pittsburgh, Pa. 
William M. Stout is general manager. 


American Toy Fair, March 9-21, 
1942, at 200 Fifth Ave., 1107 Broadway 
and other permanent show rooms in 
New York City; also at the Hotel Me- 
Alpin, New York City. Horatio D. 
Clark, Toy Manufacturers of the 
U.S.A., Inc., 200 Fifth Ave., New York 
City, is manager. 


Arkansas Retail Hardware Assn., 
convention and exhibit, Feb. 9-11, 1942, 
at Little Rock. Sessions and exhibit 
at Marion Hotel. George L. Turner, 
322 Markham St., Little Rock, secre- 
tary. 


California Retail Hardware Assn. 
convention, Feb. 17-19, 1942, at the 
Western Merchandise Mart, San Fran- 
cisco, Calif. LeRoy Smith, 417 Market 
St., San Francisco, is manager. 


Central States Hardware Club, 4th 
annual meeting and dinner, Wed., Jan. 
7, 1942, in the Illinois Room, LaSalle 
Hotel, Chicago, Il]. Hardware whole- 
salers visiting housewares shows invited 
to attend. Cocktails from 3 p.m., din- 
ner at 7, to be followed by entertain- 
ment. 


Connecticut Hardware Assn., con- 
vention, Feb. 18-19, 1942, at Hotel 
Bond, Hartford, Conn. Charles F. Free- 
man, Branford, Conn., is secretary. 
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Coming Conventions 


Corrected each issue 
according to latest data 


Housewares and Major Appliance 
Exhibit sponsored by the Housewares 
Manufacturers’ Association, Inc., 628 
Palmer House, Chicago, to be held at 
the Palmer House, Jan. 4-9. 


Illinois Retail Hardware  Assn., 
convention and exhibit, Feb. 17-19, at 
Peoria, Ill. Sessions and exhibit at 
Pere Marquette Hotel. C. C. Gilbert, 
1155 Merchandise Mart, Chicago, sec- 
retary. 


Indiana Retail Hardware Assn., con- 
vention and exhibit, Jan. 27-30, at In- 
dianapolis, Ind. Sessions and exhibit at 
Murat Temple. G. F. Sheely, 333 N. 
Pennsylvania St., Indianapolis, secre- 
tary. 


Intermountain Hardware and Im- 
plement Dealers’ As:n., convention. 
Jan. 14-16, at Boise, Idaho. Frank L. 
Winzeler, Chamber of Commerce Bldg.. 
Boise, secretary. 


Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 10-13 at Des 
Moines. Sessions at Hotel Savery; ex- 
hibits at Coliseum. Philip R. Jacobson. 
Mason City, secretary. 


Kentucky Hardware and Implement 
Assn., convention and _ exhibit, Jan. 
13-15, at Louisville. Sessions and exhibit 
at Kentucky Hotel. J. M. Stone, Room 
315, Kentucky Hotel, Louisville, secre- 
tary. 


Marshall-Wells Co., dealers’ con- 
vention, Feb. 2-4, 1942, and merchandise 
school for dealers’ employees, Feb. 9-11, 
at company headquarters, Duluth, Minn. 


Michigan Retail Hardware Assn., 
convention and exhibit, Feb. 3-6 at De- 
troit. Sessions at Statler Hotel; exhibit 
at Convention Hall. H. A. Daschner, 
1112 Olds Tower Bldg., Lansing, secre- 
tary. 


Mountain States Hardware and 
Implement Assn., convention, Jan. 
12-14, Cosmopolitan Hotel, Denver, 
Colo. John T. Bartlett, 637 Pine St.. 


Boulder, Colo., secretary. 


National Hardware Week, April 
16-25, 1942. 


National Retail Hardware Con- 
gress, July 13-16, 1942, at the Hotel 
Sherman, Chicago, II]. Rivers Peterson 
is managing director with headquarter: 
at 333 N. Pennsylvania St., Indianapo- 


lis, Ind. 


National Wholesale Hardware As- 
sociation meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, Oct. 19-22, 1942, at the 
Palmer House, Chicago, Ill. George A. 
Fernley, 505 Arch St., Philadelphia, 











The Masters 
““HANDI|\ -CART” 


“The Successor to the Wheelbarrow” 
SELLS FAST PROFITABLE 


Nationally Advertised 
emesis camer. | 
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CONVENIENT 
SIZES 
TO SUIT 

YOUR NEEDS 

Small Size 

2¥2 cu. ft. 

Large Size 


3% cu. ft. Patent No 


2249019 


Masters 
with any of its 
quickly see why it leads the field .. . 


‘“‘Handi-Cart”’ 
imitators and you'll 


Compare’ the 


the design is superior . . . the materials 
are heavy and the workmanship is bet- 
ter. That’s why dealers have found it 
pays to push the original Masters for 
clean profits and fast moving sales. 
Consistently advertised in Better Homes 
& Gardens, American Home, and House 
& Garden. Display it. You'll se!l plenty! 


JOBBERS—DEALERS 
GET OUR PROPOSITION 
Masters proposition is based on years 
of selling to the Hardware trade. It 
appeals to dealers and jobbérs because 
it fits into their way of doing business. 
Write, wire or phone tcday. 


MASTERS PLANTER CO. 


Manufacturers of Quality Implements 
Masters Bidg., Dept. 33, Benton Harbor, Mich. 





kkk WHY * x * 
YOUR Customers 
Want PAINE 


Woodscrew Anchors 


(1) They give woodscrews a bite in Tile, Con- 
crete, Stone, Marble and other hard and 
soft materials. 


(2) They can be easily and quickl 
installed without a setting tool. 


(3) They expand uniformly under 
screw pressure to grip entire 
circumference o f 
hole wall firmly as 
screw is tightened. 


) 






(4) They are rust and WA 
corrosion proof. Wy WY 
Fig. 950—LEAD woop. HH// 
SCREW ANCHOR Comes [M/ 
in 15 different sizes from y ly 
f_'' diam. by '/2 length Wy 
to %'"' diam. by MY 
length. WY 


=< 


Fig. 955—FiBER WOOD- 
SCREW ANCHOR 


——— 


~ 
TO 





Comes in I! different Wt 
diameters in Braided WY 
and Standard Types to Wy 
Fig. 950 fit woodscrews No. 5 to MW 


%'' lag in popular 
lengths. 





Fig. 955 


Ask your Jobber TODAY and Write for Catalog. 


THE PAINE CO. 


2963 CARROLL AVE. CHICAGO, ILL. 
New York Warehouse & Sales; 48 Warren St. 
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E-Z CORN POPPERS 


The original rotary Corn 
Poppers. They use less 









heat and do not burn the 
eorn. Stove type or 
electric. 


Over A 
MILLION 
Have Been Sold 


Pistol blue steel, or bril- 
Hant nickel finish. Ask 
your Jobber. 


0. $. Keene Machine Co., - Elkhart, Ind. 












10c 


Cards 
25¢ 
Boxes 
or Bull 
THEY PULL—CLINCH—HOLD 


The outstanding fastener for ~_ repairing 
sereens, garden furniture, frames, ete. 


Ask Your Jobber 
SUPERIOR FASTENER CORPORATION 








5224 N. Clark St. Chicago, Ill. 











PRIEST'S CLIPPERS 
A Complete 


Line— 7 


Ask 
Your Jobber 
75 Years’ Reputation in the Trade 


AMERICAN a SHEARER I MFG. CO. 














KEY BLANKS 


OF EVERY DESCRIPTION 


; 





Catalogue on Request 
GRAHAM MFG. co. 


Sate, One. MU. S.A. 











Worth Going After! 


There are many Business Opportunities 
in the Classified Opportunities Section 
of Hardware Age that are worth going 
after. 

Many of these side lines may be just 
what you need to increase your commis- 
sions. 


If you don’t happen to find the kind of 
line you want, why not advertise for it? 
Take advantage of the opportunity the 
Classified Section offers to keep you in 
touch with the sales positions that are 
open. Read the classified section of 
each issue. 


HARDWARE AGE 


Classified Oppertunitics Dept. 
100 East 42nd St., New York 
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Pa., is secretary of the wholesalers’ as- 
sociation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 
retary of the manufacturers’ group. 


Nebraska Retail Hardware Assn., 
convention and exhibit, Feb. 3-5, at 
Omaha. Place of se:sions and exhibit 
not yet decided. Edward C. Herman- 
son, 325 Insurance Bldg., Lincoln, sec- 
retary. 


New England Hardware Dealers’ 
Assn., convention and exhibit, Feb. 
24-26, at Statler Hotel, Boston, Mass. 
Russell R. Mueller, 189 Dartmouth St., 
Boston, secretary. 


New York State Retail Hardware 
Assn., convention and exhibit, Feb. 3-6, 
at Seneca Hotel, Rochester, N. Y. N. H. 
Kiley, 509 Hills Bldg., Syracuse, secre- 
tary. 


North Coast Hardware and Imple- 
ment Dealers’ Asen., convention, Jan. 
19, at the Multnomah Hotel, Portland, 
Ore. D. D. Stewart, American Bank 
Bldg., Seattle, Wash., secretary. 


North Dakota Retail Hardware 
Assn., convention and exhibit, Feb. 
24-26, at Fargo. Sessions at Hotel Gard- 
ner; exhibit at Auditorium. Miss Louise 
J. Thompson, 21 Clifford Bldg., Grand 


Forks, secretary. 


Ohio Hardware Assn., convention 
and exhibit, Feb. 17-20, at Columbus. 
Sessions at the Deshler-Wallick Hotel; 
exhibit at the auditorium. John B. 
Conklin, 175 S. High St., Columbus, 
secretary. 


Oklahoma Hardware and Implement 
Assn., convention and exhibit, Feb. 3-5, 
at Oklahoma City. Sessions and ex- 
hibit at Municipal Auditorium. Charles 
F. Nelson, 411 Key Bldg., Oklahoma 
City, Secretary. 


Panhandle Hardware & Imp. Assn., 
annual convention and exhibit, Jan. 
26-27, 1942, at Amarillo, Tex. Sessions 
and exhibit at Herring Hotel. C. L. 
Thompson, Canyon, Tex., is manager. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., convention and 
exhibit, Feb. 10-13, at Baltimore, Md. 
Sessions and exhibit at Lord Baltimore 
Hotel. W. Glenn Pearce, 400 N. Broad 
St., Philadelphia, Pa., secretary. 


South Dakota Retail Hardware As- 
sociation, convention and exhibit, Jan. 
27-29 in Sioux Falls. Sessions and ex- 
hibit at Coliseum. Earl Erlandson, 
Cottonwood, manager-treasurer. 


Southern California Retail Hard- 
ware Assn. convention and exhibit, Feb. 
23-25 at Long Beach, Calif. Sessions 
and exhibit at Municipal Auditorium. 
J. V. Guilfoyle, 509 Rives Strong Bldg., 
Los Angeles, secretary. 


Southern Hardware Jobbers’ As- 
sociation, meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, April 20-23, at the Ho- 
tel Roosevelt, New Orleans, La. T. W. 
McAllister, 1020 Grant Bldg., Atlanta, 


Ga., is secretary of the jobbers’ asso- 
ciation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is secre- 
tary of the manufacturers’ association. 


Tennessee Retail Hardware Assn., 
convention, Feb. 10-11, at the Andrew 
Jackson Hotel, Nashville. Morris Jones, 
P. O. Box 784, Nashville, secretary. 


Texas Hardware and Implement 
Assn., convention and exhibit, Jan. 20- 
22 at San Antonio. Sessions and ex- 
hibit at Municipal Auditorium. J. D. 
Martin, Jr., P. O. Box 1193, Bryan, 
secretary. 


Triple Mill Supply Convention, 
May 4-6, 1942, at the Hotel Traymore, 
Atlantic City, N. J., comprising the 
Southern a & Machinery Dis- 
tributors’ Assn., E. L. Pugh, 314 Vol- 
unteer Bldg., Atlanta, Ga., secretary; 
National Supply & Machinery Distrib- 
utors’ Assn., H. R. Rinehart, 505 Arch 
St., Philadelphia, Pa., secretary and 
the American Supply & Machinery 
Manufacturers’ Assn., R. Kennedy Han- 
son, 1108 Clark Bldg., Pittsburgh, Pa., 


general manager. 


Virginia Retail Hardware Assn., 
convention, Feb. 24-25, at Richmond. 
Sessions at the John Marshall Hotel. 
G. T. Omohundro, Jr., Scottsville, sec- 
retary. 


Western Retail Implement & Hard- 
ware Assn., convention and_ exhibit, 
Jan. 20-22, at Kansas City. Sessions and 
exhibit at Municipal Auditorium. Frank 
H. Spink, 322 Scarritt Bldg., Kansas 
City, secretary. 

West Virginia Retail Hardware 
Assn., convention at Clarksburg, Feb. 
22-24, 1942. Sessions at Waldo Hotel. 
H. B. Clower, Oak Hill, secretary. 


Wisco Hardware Co.’s 15th annual 
merchandising school and sales show, 
Jan. 28 and 29 at the company’s head- 
quarters, Madison, Wis. J. A. Fitschen 
is secretary and general manager. 


Wisconsin Retail Hardware Assn., 
convention and exhibit, Feb. 3-6, at 
Milwaukee. Sessions and exhibit at 
Auditorium. H. A. Lewis, Stevens Point, 
executive secretary. 


Stove Industry 
Convention 
(Continued from page 66) 
sideration of problems special to 
each. Chairmen presiding at the 
various meetings were as follows: 
Albert M. Kahn, Estate Stove Co., 
Hamilton, Ohio, acted as chairman 
of the oil division; Cliff Ackerson, 
Agricola Furnace Co., Gadsen, Ala., 
presided at the soil fuel division 
meeting; and Alden P. Chester, 
Globe American Corp., Kokomo, 
Ind., directed the activities of the 
gas and electric range division 

meeting. 
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SOUTHINGTON 


| SCREWS 


For Wood or Metal 


Since 1867 the name Southington has 
stood for dependable value in hardware. 


Southington Wood Screws, Drive Screws 
and Sheet Metal Serews are in constant 
demand because of their superior quality. 
All standard sizes with various styles of 
heads in the most called for types. Send 
for Catalog which illustrates and de- 
scribes the entire line. 


THE SOUTHINGTON 
HDWE. MFG.COMPANY 
iss; SOUTHINGTON, CONN. ‘i; 


1942 GREETINGS 


from the FLETCHER folks 














Durinc the coming year we 
will do our utmost to give the best 
possible service to our host of 
customers. 

Your past orders have been 
very much appreciated and we 
know you will call on us when 
you are in the market for 

@ Glass Cutters 

@ Wood Scrapers 














visit SCHLUETER’S 


“OPEN HOUSE” 


IN CHICAGO 


ROOM 941-W 


PALMER HOUSE 


Schlueter representatives will hold open house 
every day during the Housewares and Major 
Appliance Exhibit... January 4to9...and we 
cordially invite youto drop in any day or every 
day. The Exhibit. . bringing alert Merchants 
from all over the country... will be held in the 
Palmer House, too, and it will be just a hop, 
skip and a jump up to Room 941-W. You'll 
be welcome any time, so be sure to drop in. 


CHLUETER nec. co., ST. — 








~~(CHICAGO)~ 


SPRING HINGES 
Silent Action 


Architects and Builders’ 
Hardware Engineers realize 
the importance of silence in 
a residence, hospital or 
school. 


The Relax Double Act- 
ing Spring Pivot-Hinge op- 
= erates quietly, slowly and 
Relax with few oscillations. It is 





@ Putty Softeners 

@ Interchangeable Stencils 

And for many other products 
we can supply. FLETCHER prod- 
ucts are completely guaranteed. 
We suggest you place your orders 
early. 


THE FLETCHER, TERRY CO. 
FORESTVILLE, CONN. 











ee oe economical in the cost appli- 
Spring Pivot-Hinge ‘ ° 
cation and maintenance. 


The “spring action release” permits the door 
to be placed open at any desired position. The 
door will not stand open unless the spring 
action is purposely disengaged. This avoids the 
annoyance of doors unintentionally left open. 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U.S.A. 
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Classihied Opportunities Seckion... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  Chansified Adwentining Rater | 





Helr Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words..... . $4.00 
All capitals, maximum, 50 words . §.00 
Each additional word...... .08 
Positions Wanted 
(Special Rate) set solid, maximum 
SP EE, Rengeindbecsscsencasaue $1.00 


Each additional word. . .05 
Allow Seven Words for Ke yed Address o or Yo our ir Address 


BOXED DISPLAY RATES 


UO Oe feces’ 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 5% off; 8 insertions, 10% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


-@-— 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 





Samples of Merchandise, Literature, 
Catalogs, etc., will not be forwarded to 
box number advertisers unless accom- 
panied by sufficient postage for remail- 

















HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previcus to 
date of publication. 


—-@- 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 











| Positions Wanted 








SOUTHWESTERN REPRESENTATIVE 
for a leading manufacturer of files, hammers, 
hatchets, axes and sledges, needs new con- 
nection at once. My references are: present 
employer; all wholesale hardware and mill 
supply buyers and executives in Texas, Okla- 
homa, Arkansas and Louisiana. 

Address — ROGER R. MORSE 

Jefferson Hotel, Dallas, Texas 











HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. 
Just phone Wisconsin 7-1892 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street. 
New York City 


CREDIT EXECUTIVE, AGE 40, MARRIED, 
college graduate in Law, and post-graduate ir 
Business Administration, seeks connection with 
progressive Mid-West Company. Capable of car 
rying heavy load in functional or administrative 
capacity and duties. References. 
E-532, care of Harpware AGe, 100 E. 42nd Street. 
N. Y. City. 





There’s a Mine 
of Information 


vitally-important 
facts, live merchan- 
dising ideas and 
sales - producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 
regularly and thor- 
oughly. 
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No charge to employers. | 


Address Box | 





NEW YORK DISTRICT SALES REPRE- 


SENTATIVE WANTED—Large Midwest plas- 
tic molding organization requires the services of 
a thoroughly capable representative to contact 
all types of retail stores and jobbers in the Metro- 
politan New York area. Remuneration strictly on 
a commission basis. This is a real opportunity 
for the right man. Submit complete details about 
yourself including photos. Address Box E-522, 
care of Harpware Ace, 100 E. 42nd St., 
City 


IF YOU 
ing our line to dealers you are not a salesman. 
If you are not a salesman we can't use you. 
If your references are satisfactory we will fur- 
nish samples free. See our ad on page 41. 
Write for particulars. Address—Whitehall Metal 
Studios, Inc.. 469 East Ohio Street, Chicago, 
Illinois 


SALESMEN OR MANUFACTURERS’ REP 
RESENTATIVE on commission covering hard 
ware jobbers or hardware jobbers and large re- 
tailers in New England, Middle Atlantic and 
Great Lakes States. Item—10 cent card quality 
patented assorted sizes of combination brass fibre 
faucet bibb washers. Counter display—necessity. 


Repeater. Protected territory. Kindly advise ter- 
ritory covered Address—Clamp—New Milford, 
Conn. 





[ Business Seavteetin | 











FOR SALE AT INVENTORY well estab- 
lished profitable modern hardware electric appli- 
ance and household furnishing store located in 
North central Arizona. Address Box E-513, care 
of Harpware Ace, 100 E. 42nd St., N. Y. City. 


FOR SALE—NEW HARDWARE STORE in | 


live desirable Kansas town of 10,000 population: 
store has always made money, ideal location, first- 
class fixtures. reasonable rent, good lease; best 
hardware store in locality; only reason for selling 
is to settle estate. An unusual opportunity. Ad- 
dress Box E-534, care of Harpware Acre, 100 E. 
42nd St., N. Y. City 


N. Y. | 


] [Sales Representatives Wanted | | 





CAN’T MAKE $100 per week sell- | 





} 








Accounts Wanted } 











Large Established Sales 
Representation 


handling nationally-known lines with 
twenty years of acquaintance and sell- 
ing to the Hardware Mill Supply, 
House Furnishing, Autemotive and 
Notion and Novelty Jobbers, and larger 
dealers; also the Department Stores 
and large Automotive Chain Store 
operators, desires factory connections 
on a commission basis. Territory 
covered Pennsylvania, New Jersey, 
Delaware, Maryland and the District 
of Columbia. Best of references can be 
furnished. 
Address = £-537, care of HARDWARE AGE 
100 E. 42nd Street, New York Ci 














FORMER EXECUTIVE OF THE LARGEST 
manufacturers’ agency in the world recently 
opened his own agency. Have 2 major lines with 
salesmen covering the houseware, hardware, drug 
and variety trades. Can take on the merchan- 
dising and sales for another responsible manufac- 
turer. Address—C. K. Fotheringham & Asso- 
ciates, 844 Rush Street, Chicago, Ill. 


CANADIAN HARDWARE AND TOOL IM.- 
PORTER desires to distribute items made of 
non-defense material suitable for re-sale to 
Canadian hardwares, 5c—$1.00 stores and auto- 
motive jobbers. Our salesmen sell from coast to 
coast and we would ship from our warehouse. 
In addition .wou'd also consider stocking other 
items. Address Box E-536, care of HARDWARE 
Ace, 100 E. 42nd Street, New York City. 





IMMEDIATE EXPORT BUSINESS POSSI- 


BILITIES. PREFERENCE GIVEN TO MAN. 
UFACTURERS. ADDRESS — SADONIA, 


LTD., 30 ROCKEFELLER PLAZA, NEW 


| YORK CITY. 


HARDWARE AGE 
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in 3 Ways! 


®* Increase Your 
Present Sales 


°* Win confidence of 


your customers 
° Build replacement 


and “follow-up” 


sales 





If your builders’ hardware department is not one of the most 
profitable in your store—if your initial sale to a customer does 
not bring later replacement and “follow-up” sales—then this 
book is the answer to your problems. It is the practical kind of 
answer which will mean increased business and profits for YOU. 


Nowhere else can you get this wealth of authoritative informa- 
tion on all phases of properly specifying, selling and installing 
builders’ hardware at a profit. Written by an expert with more 
than 30 years experience in buying, selling and manufacturing 
this basic hardware line, this book shows you how to quickly 
and easily set up a builders’ hardware department capable of 
servicing all the needs of your community, from the modest aver- 
age home to schools, churches, hotels, office buildings, apartments 
and airports. 


You'll find complete instructions on how to read blue prints and 
specify jobs; how to work with property owners, contractors and 
architects; and how to turn builders’ hardware purchasers into 
steady customers for all other hardware needs. 


Whether you are an experienced hardware man or a beginning 
clerk, you will find this book crammed full of helpful information 
and ideas for increasing sales. Order our copy NOW! 





i: THIS 
HARDWARE AGE 
100 East 42nd St., New York, N. Y. 


Please send me 


NAME FIRM 


ADDRESS . CITY 


i—rTrtrtrtitrtirtriircititsy sists tlt see eee ee eee eee eee sees ese sees eseseaad 


DECEMBER 25, 1941 


BUILDERS 
HARDWARE 


CcouPoOan 





This Book Will Help You 





Out of 


pon H. BROWNELE A 


A few of the book’s features 
which will mean more dollars 
for YOU! 


Suggestions on making bids that will bring you 
more sales and sounder profits. 


How to bring prospects into your store. 

How to cash in on replacement and follow-up 
items. 

Specific information on equipping public 
buildings. 


Nine comparative charts which show you how to 
match different items of all leading manufac- 
turers. 


A working blue print, size 25 x 111/2 inches, with 
which to work throughout the course, and a 
glossary of over 300 technical builders’ hardware 
terms. . 

Over 600 illustrations, charts and diagrams. 


220 pages—size 81/. x 11!/,—cloth bound to with- 
stand hard usage. 


12-25 


copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon H. 
Brownell. I will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) 


STATE 


(] Check here if you enclose payment, in which case we pay postage. 








TODAY 
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American Shearer Mfg. Co. 68 


oe Rooms 
; \ al 719-720 A " 
ry * ~ epee Chain & Cable Co., n Masters Planter Co. . 67 
\ (s) 3 | a 5 ce - Miller, Inc., Robert E. 72 
ds oo a mer ouse Renae ee Sh. 7 Myers & Bro. Co., The F. E. 4) 


Chicago, Jan. 4th to 9th, 1942 











Automatic Products Co. 5 

Food Bags—Bowl Covers N 
Appliance Covers—Storage Bags | National Mfg. Co. | 63 
8 
385 Pleasant St. 

S E A L- S A C, | n Cc. Fall River, Mass. | Ballonoff Metal Prods. Co. 45 
| Blaisdell Pencil Co. 74 F 

| Bommer Spring Hinge Co. 73 


} Re rer rer 67 
Boston Woven Hose & Rubber 
cs. . 3 | Patent Novelty Co. ...... 73 
















































Pittsburgh Plate Glass Co... 65 
BRIGHT e ANNEALED *® COPPERED 
OPEN * GALVANIZED and TINNED—Coiled, 
HEARTH Straightened and Cut to Length— ¢C 
in All Sizes. Carborundum Co., The ; 4 R 
V MANUFACTURER Y CLIP ' Chicago Spring Hinge Co. 69 | Remington Arms Co., Inc. ...... 35 
VF F 
sonia - GAENS Classified Opportunities — 
V WEAVING V BUNDLING 
Y STONE V BALE TIES Clayton & Lambert Mfg. Co. 73 
V STAPLE V BOOKBINDING | Cleveland Chain & Mfg. Co., The 39 s 
V TAG V AND OTHERS Columbian Rope Co. 10 | Samson Cordage Works ....... 74 
WICKWIRE BROTHER Sateeiion os 20 
E Schlueter Mfg. Co. .............. & 
a ie ae a, Bp. 9 | = < ove GJ 
; rs EES lla be D Seal-Sac, Inc. heresies 72 
a aa ere Domes of Silence, Inc. ... 72 | Shapleigh Hardware Co. ....... 76 
Southington Hdwe. Mfg. Company 69 
THERE’S A PROFIT Speedway Mfg. Co. ........... 65 
E Stanley Tools ..... P .. 58-59 
IN SLAMMING DOORS Empire Level & Mfg. Co. .. 63 | Superior Fastener Corp. « 
| Enterprise Mfg. Co. oe | 
BY SELLING 
$+ YALE , 
* DOOR CLOSERS F Tate Co., E. H. ry 
a | Farrell-Cheek Steel Co. ......... 74] Treasury Department ..........-. 7 
| Fletcher-Terry Co. ry 6? | Trico Fuse Mfg. Co..... sae Oe 
Turner & Seymour Mfg. Co...... 74 
| 
| 
| 
SG | 
| General Electric Co., Lamp Div. 8 | U 
idee | Graham Mfg. Co. ........... .. @ Union Hardware Co. a 
me  F | Greenlee Tool Co. 50 
Genu'"°T)QOMES 9 SILENCE @ 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 
40¢ SET ET-1C ET SAVE FURNITURE Po w 
& FLOORS-CREATE QUIET Whitehall Metal Studios 4l 
. or ; Heller Brothers Company 75 
eaages keen sas pd Wickwire Bros., Inc. 72 
Windsor Wax Co. 47 
we Witt Cornice Co. j 54 
— Shovel & Tool C 55 
Independent Lock Co. 13 Weed Shove —— 
Wooster Brush Co. 2 
Ask your Jobber. If. he is not supplied write to K 
' Keene Machine Co., O. S. 68 Y 
DOMES of SILENCE, Inc., 35 Pearl St.,.N.Y. C 
| Klein & Sens, Mathias 53 | Yale & Towne Mfg. Co., The 2 
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AMERICAN CHAIN DIVISION e and We CHAIN & CABLE COMPANY, 



























































































































































er YORK, PENNSYLVANIA $47 Business See Your Sapely 
and 
67 
ul Picture Cord ARE THE BEST 
: cture Cor 
TYPE 15 
E. H. TATE CO., Boston, Mass. 
Sales Offices also in: 
Chicago New York Los Angeles 
35 | 
Display This Torch 
—Steady Sales Result | 
74 C & L Torch No. 600A (left) is 
45 always in demand. Its economy, 
efficiency, and long-life operation | 
69 have made it popular with home- 
P) users, and farm-mechanics. Keep it 
prominent in your C & L Heat Tool The Side Plates Are Reversible. Has Efficient Door 
76 display. Notice how quickly your | Ali Adi ble Tensi d Hold O 
me customers respond to its "Experi- | ignment, justable Tension an ok C pen Feature 
ence-Proven" advantages. Ask your | at 90 Degrees. The Most Durable Spring Pivot of Its 
65 jobber salesman about this inex- | Type. 
58-59 pensive C & L Torch. 
“ | Bommer Spring Hinge Co. 
CLAYTON & LAMBERT roa Magpie 
Chicago Sales Office: No. 180 N. Wacker Drive 
MFG. CO., Detroit, Mich. 
73 
ae . . tVALIIY ~ FOF 3 
ue Meet The a or and All-Year Seenend for 
74 
STRONG BOXES 
WITH SALES 
Cash and Document Boxes The NEW 7-color 
FULTON STRONG BOX—Heavy, 28 gauge , bo ‘eon 
metal, in Office Green Enamel. Samson carton and all col- 
locked corners; new, improved tumbler lock. ored safety top put 
5! DOCUMENT BOXES — With key lock that ae out in 
f 7 ront. More sales 
cannot be pried open, or combination lock - More profits. 
CATALOG 
FULTON CASH BOX-—-Heavy Bessemer steel, FREE 
6 convenient compartments for currency, checks, 
etc, Partitions interchangeable. Key and spring button lock. Ask your 
WHOLESALERS—Get these and many other Patent Popular-Priced NO METAL Jobber for 
“ items into your 1942 catalog. NO SHOCKS 
Noel a Vt COLORTOPS. 
72 NO CUTS 
e 305 Eighth Ave. Fulton, Illinois 
54 
Good Window Displays « « « « « « «© «© # «# @# «# @ wm aia is 
, De you realize that no one factor will draw people to your store And many dealers who require their own copy of Hardware Age 
like attractive window displays of seasonable merchandise? a it highly profitable to subscribe to extra copies for their sales 
jorce. 
Hardware Age is continually reproducing such window displaye— The cost, $1.00 per year, is returned over and over in better 
its representatives are always on the lookout for new ideas. windows and increased trade. 
HARDWARE AGE, 100 East 42nd Street, New York City 
72 
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TRADE uP TO WESTCO 


People with money—eager to spend it—but 
looking for quality — and value — there’s a 
picture of today’s market. Sell quality — they 
want it. 





AIDED COTTON 


CLOTHES LINE 


All cotton yarn, firmly braided. 50% 


stronger than soft roving lines, yet ~ 
low priced. Whale is value to your 
customers, and to you—it has extra NO. 65 


sales value, because it is packaged to 
be se/f-selling, in brightly printed . - 4 
transparent wrap and effective counter The finest household can opener ever made — and 
ge ae ee aa WOR t you can prove it to your customers. Show them the 
you can sell far more when it is ees. die cast frame—tool steel cutting unit—coordinated 
properly displayed. ae drive wheel. Easy to use. Long lasting. Individually 


packaged. Retails $1.50. 
Clothes line is a necessity—people ~ 2 . 
have to buy it—but not necessarily a ~ Order today from your Distributor or Direct. 


from you. Stock Whale Clothes Line : . Made by makers of Famous Blue Line 

and let the cicctive Whale packaging . ‘ Kitchen Tools. 

say, buy here and now. 

- : * iad ; THE TURNER & SEYMOUR MFG. CO. 
e make a wide variety of other 

braided cotton clothes line and sash ; ( 492 LAWTON ST. TS *ORRINGTON, CONN, 


cords, to meet all requirements for / rovereeroe 
price and quality. . 


SAMSON CORDAGE WORKS. BOSTON, MASS. 

















FARRELL-CHEEK 


FIRE-FIKER 














Fire Hooks 





a, Clinker Tongs —h 
Oo 
,@) 


ol laboratories 
Pok wg cially com 
okers " ‘ e speci Jurable 
Back Up Wrenches 

Clinker Hooks s on glass, ent. - 
) ao ot Io boratory — 300 degrees Cent 

ee resisting up t zed surfaces. 
rade. Efficie ent on F ordinary © 


ze 
ot affected by 
nt ‘TYelow, 373-1 Black 


on 
agents. 
Slice 


Ash Hoes Bars 3 colors ore 
RIGID CONSTRUCTION AND EASY USE 365-1 Red, ’ 368-1 Blue, 
MAKE FIRE-FIXER TOOLS A FAST MOVING —ae 


AND PROFITABLE LINE. | : | ; Bs + Yaisdel/ 


ASK YOUR JOBBER Be 3 
FOR CATALOGUE AND PRICES e E n f I L 
: PHILADELPHIA, U. S.A 


FARRELL-CHEEK STEEL co. 4 OHIO. - a E NEW PATENT STRING DEVICE 
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“MORE CUTS WITH 


NUCUTS' 


HELPS INDUSTRY KEEP 
OUTPUT UP 


NUCUT’S greater cutting-power goes over big in 
plants where quantity production is today’s “must” 


NUCUT “Wavy Teeth” Files are helping industry’s assembly lines, foun- 
dries and machine shops gain and sustain the greater output today so 
urgently needed. NUCUTS are removing more metal per stroke. They are 
giving more productive strokes per file. They are cutting faster and easier. 
To understand the reason for NUCUT’S better performance, look at the 
patented NUCUT teeth. These are of two sizes—coarse and fine—each with 
scientifically designed rake and clearance, and precisely positioned in 
WAVY rows. In action, a NUCUT first cuts deep, clean and true. Then, 


—wi , stroke, levels the surface! Cha 
with the same stroke, levels the surface eatatking pd 


Your jobber will give you further particulars. Or, write us. 


HELLER BROTHERS COMPANY 
America’s Oldest File Manufacturers 
Newark, N. J. Newcomerstown, Ohio “4 


WAVY TEETH 
of FE LLE # pny ee NUCUT FILE FACTS 
- i LES Remove, more metal Cu 
© Clogs less —frees more NUCUT FILES 


quickly © Tougher — lasts 

Pat. NOs 2027039 longer @© ONLY File with : 
patented ‘‘Wavy Teeth’’ fea- for your 
ture @ Positive and complete 


identification — Heller Code 3 | 
Symbols on every NUCUT file customer's i 
every job! ' 











AGAIN IN 1942 


TO SUCCESSFUL . 
MERCHANDISING ° 


SHAPLEIGH HARDWARE COMPANY, ST. Louls 


| Shapleigh National Series No. 2369 





